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THE JOURNAL OF BRITISH ADVERTISING AND MARKETING 


NEWNES GROUP 


sends good wishes to all delegates at 
the 23rd Annual Advertising Conference 


WOMAN'S OWN - HOME NOTES - MODERN WOMAN 

HOMES AND GARDENS - TRUE MAGAZINE - LUCKY STAR GROUP 

COUNTRY LIFE - AMATEUR GARDENING - SMALLHOLDER 

MEN ONLY - WIDE WORLD MAGAZINE - SUNNY STORIES 

TIT-BITS - RIDING - AERONAUTICS - PRACTICAL HOUSEHOLDER 
PRACTICAL MOTORIST AND MOTOR CYCLIST 
PRACTICAL MECHANICS - PRACTICAL WIRELESS 

PRACTICAL TELEVISION 


STUART MANDER, ADVERTISEMENT DIRECTOR, GEORGE NEWNES LTD., TOWER HOUSE. SOU THAMPTON ST., LONDON, W.C.2. TEMple Bar 4363 (40 lines) 
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SWINDON SIGNCRAFT LTD. 
Swindon 3282 


Film synopses on 
posters? No 


Sir,—-While I agree with Peter 
Weston’s remarks (May 4) about 
film posters, I do feel that some 
of the information could be given 
in a more readable size. 

It seems a pity that one should 
have to grovel around on hands 
and knees to find, for instance, 
the director's name “displayed” 
in tiny type right at the bottom 
of the poster. 

A current example of another 
form of discourtesy is the total 
absence of George Orwell’s name 
from even the quad crown posters 
of “1984.” 

I cannot agree with Stuart 
Lewis that it would be a good 
idea to have a short synopsis of 
the plot on posters. 

He and I may rest assured that 
this would be “pure Wardour 
Street” copy, a good example of 
which he quoted from a press 
advertisement. The thought of 
this type of stuff appearing regu- 
larly on posters is surely enough 
to send shivers down sensitive 
spines. 


Kenton, Middx. 


J. L. BULLocK. 


I’m glad that 


somebody cares! 


Sirn,—How refreshing to find 
someone who cares about the way 
language is used! I only hope 
Ralph L. Finn (April 6) is in a 
position to encourage good copy- 
writing, and is not just another 
good copywriter banging his head 
against a wall. 

There are so many advertise- 
ments written in just plain bad 
Bnglish, that if seems not worth 
while to pick out any for special 
comment unless they happen to 
be funny as well. 

My favourite is one which 


To The Editor .. 


says “Dramatise the beauty of 
your eyes with eye make-up by 
Max Factor—and see his eyes 
gleam, too!” This should appeal 
to Mrs. Max Factor, but I don’t 
see why any other girl should 
care! 

Another cosmetic advertisement 
I rather liked began “If—like 
most of us—your hair is mousey, 
...” This, I saw only in the 
“copy” stage, but the copywriter 
quite genuinely could not under- 
stand my criticism. 

One has, I suppose, to accept 
“value for money” nowadays, 
just as sailors have to grin and 
bear “knots per hour.” “Very 
occasionally” crops up occasion- 
ally—or should I say “crops up 
on very occasions”? An adver- 
tisement by Thames Board Mills 
tells us that kerchiefs, to-day, are 
worn to “enhance” the wearer. 

Even my beloved Copytaster 
let me down with a bump—in the 
very issue that contained Mr. 
Finn’s letter. However, as Copy- 
taster usually gives me a great 
deal of pleasure I feel I must 


THIS WEEK 
Teletaster reviews the latest com- 
mercials—page 20. 
NEXT WEEK 
Southern Counties Market Survey. 


make some excuse for him. I 
think he must have given his 
rough notes to a very young 
secretary, leaving her to do the 
best she could with them. 

She, poor girl, may be forgiven 
for saying “less” when she meant 
“fewer,” but she really ought to 
know that mothers are women! 
When discussing Delrosa Rose- 
Hip Syrup, he said “... few 
women and less mothers will fail 
to pause .. .!” 

However, it’s all good, clean 
fun. But wouldn’t some copy- 
writers be happier doing some- 
thing else ? 

C. Ferron. 
Alwyne Road, 
London, N.1. 


Go ahead—in 
English 


Sir,—The correspondence on 
well-written advertising has 
become confused by your corres- 
pondents’ inability to distinguish 
between good grammar (meaning 
precise, text-book grammar) and 
good English. 

No one will question Sir 
Winston Churchill’s expertise as 


an exponent of the latter. He, 
like many others before him, has 
shown that the rules are there, 
not to be slavishly followed, but 
as lifelines for the weak to hold 
on to. 

The real test (as any copy chief 
worth his salt will tell you) is: 
“Does the copy implant its mes- 
sage in the reader's mind, 
succinctly, attractively and effec- 
tively?” Any deviation from 
good writing practice which 
obstructs this result is inexcus- 
able. 

Tom Heppell’s point (April 20) 
about the “follow-my-leader com- 
plex” is really a symptom of a 
malady with much wider implica- 
tions, and one which demands the 
urgent examination of the whole 
advertising industry. We must 
wake up to the fact that the busi- 
ness we are involved in is 
political dynamite—which might 
easily explode with the next 
change of Government. 

If we wish to save ourselves 
from such an_ uncomfortable 
levitation we must put our house 
in order with all possible speed. 
It has been proved that imagina- 
tiveness in copy concept and 
presentation, allied with expert 
planning, can cut the cost of 
selling the goods. The sooner 
this knowledge is universally 
applied to the preparation of 
advertising the sooner we will be 
able to begin to lay claim to a 
professional status. 

L. L. DURRANT. 
Sussex Road, 
Ickenham. 


‘Good’ copy can 
still sell... 


Sin,—Will copywriters never 
learn? Time after time I find 
myself making the reply I made 
a year or two years before— 
the reply that usually puts an end 
to the correspondence. 

The tumbler who boobs, the 
acrobat who slips, the clown who 
falls over his feet—these artists 
are usually better performers 
than the straight men. Similarly. 
masters of the craft of writing 
(like Sir Winston Churchill) make 
mistakes, fully aware of the fact 
that they are making them. 

You must know the rules be- 
fore you dare break them. The 
audacity of copywriters (who 
break the rules because they 
don’t know any better and then 
defend themselves by pointing to 
others who do know and break 
the rules) leaves me speechless. 

Inevitably the copywriter de- 
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‘SILK SCREEN 


SWINDON.SIGNCRAFT LTD. 
Swindon 3282 


fending his colleagues makes the 
point about murdering “selling” 
copy by trying to make it perfect. 

© piece of copy, however 
dead it were, could not be made 
at least accurate and readable by 
correction of its solecisms. It is 
no defence at all to say that a 
piece of copy that inspires and 
sells must not be altered, even if 
full of language faults. It would 
sell better if its faults were put 
right. 

Writing is the most difficult of 
all the arts to master. So many 
can write, but few are proficient 
at it, and how rare it is to find 
the writer who can write for the 
masses (as copywriters must do) 
yet still earn the approbation of 
those who understand that good 
writing is living writing. 

Ratru L. Finn 
Pentland Close, 
Golders Green, N.W.11. 


.--And sell 


Sin,—M. B. Wyatt (April 20) 
is correct in saying “. . . the most 
important thing about advertising 
is what is said rather than how it 
is said.” But there is no reason 
why it should not be said 
correctly. 

A few days ago | read an ad 
that started: “When you go into 
a shop to buy a_ blankety 
blank. . .". Why couldn't this 
have been “Buying a blankety 
blank”? The when is quite un- 
necessary, for obvious reasons: 
the you must be me; go into a 
shop is padding, for where else 
would the you buy these goods? 

The sentence could have been 
put in a crisper, neater way by 
saying “Buying a _blankety 
blank... .” 

Obviously this was a case of 
the copywriter being unable to 
say much in one word, or believ- 
ing that, as so many young 
writers do, a string of words, like 
a necklace of pearls, will impress 
the reader. 

Esmeé Bipiakt 
Chilston Road. 
Tunbridge Wells. 


SE§ttm SCREEA PRIATERS 
DISPLAY MAAUFACTURERS 
STOVE EX AMELLED SEIEGRNHS 


"GA SHAR K EAR 


Gospel Oak Works + Oak Village ~ London N*W:5S * Gul-5595-6-7 


a> 


: ar ty os oS — a < 7 i aa -22 + > > 7 ~~ co es aa ? ae 
pi 
| Pt ** 
. Pe 
é 
; a en: 
r ESET EEE SS LL 
yj | | 
4 \ A battery of fast 
‘ . | | and Cut-outs in the ; 
x of Seperate pine 3 \s 
ki —————— | | 
- 
i; 
I 
* 
its 
Fe 
fe 
- 
5 
aS ee ee 

. Yoo EEE = - 7 
™ Rd Sy Slee! 77 eke ool fe 
a ————— 
. ————S 
a 
a 

4 
or i . 3 ee) . ae a F i a? ) ee 
a nie is S ee ®e as en 


May Il, 1956 1 ADVERTISER'S WEEKLY 


GONGENTRATION 


and 


= EE EA Dp 


HU i NA The Northern Echo, with a circulation of 110,294 
NA is the only local morning newspaper for a vast area 
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of north-eastern England. 

t i, About 17,647 copies or 16% of the total sale enter 
oo the households of Darlington, where the Echo Is 

if Mi nN published; this represents a concentration of 
a, 2 i ee ee 


HAAN A a The remaining 84% is spread among households 
‘a | from the Tyne to the West Riding, from the 

i | upper dales to the North Sea. This is one of 
the most prosperous parts of the country, where 
the heavy industries include coal-mining, steel- 
works, bridge building, shipyards, textile mills and, 
not least, agriculture. Many Northern Echo 
readers are engaged in these trades, where output 
is rising and wages are high. 


Advertisers will find the columns of the Northern 
Echo an economical and rewarding medium for 


reaching these prosperous people. 


The pe Northern Echo, 


DARLINGTON 


pe aa 7 v0.29 
ONE OF THE WESTMINSTER PRESS GROUP OF PROVINCIAL jets 
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LEADING 


ADVERTISING AGENCY V. K. Watson '88cTor 
DIRECTORS ERWIN WASEY & CO. LTD. 
SAY: 


‘The existence of a really powerful single 


x Sunday paper with the heavy weight 
of its circulation in the North is 
becoming an advertising factor of 


considerable importance and value.’ 


H 7 R. McGrath 
‘Amongst the Sunday papers the Empire News 
is now one of the cheapest, and because 
of its geographical position is a must 


on most national campaigns.” 


These are extracts from letters commenting — 
on the latest net sale advances of the 
Empire News & Sunday Chronicle 


RATE PER INCH PER 1000 COPIES 


1.51d 
March Net Sale (ABC Formula): 2,623,805 
Rate per s.c.i: £16.10s 
Estimated Readership: over 7,300,000 


-@ SUNDAY 
CHRONICLE 


Jack Everett + Advertisement =; 4 
Kemsley House WC1 « Terminus 1234 
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...@ national newspaper whose distinct regional 
strengths are indispensable to the advertiser 
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Vol. 172 


52/6 A Year Post Free 


Advertiser's 
Weekly 


The Journal of British Advertising & Marketing 
Mercury House, 


109-119, Waterloo Road, London, S.E.1. 
Telephone: WATerloo 3388 City Office: 180 Fleet Street, E.C.4. 
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It’s a record 
attendance 


Registrations for the Adver- 
tising Association's 26th 
annual Conference which 
began at Brighton on Wed- 
nesday were “just on the 1,400 
mark,” said the AA. This 
broke all records for any 
British advertising conference 
other than the 1951 Interna- 
tional Conference, which was 
held during the Festival of 
Britain, and was attended by 
delegates from all over the 
world. 


Eve-of-Conference boost for advertising: 
Research Fellowship announced at Brighton 


The London School of Econo- 
mics, University of London, has 
decided to set up a Research Fel- 
lowship in Advertising and Pro- 
motional Activity. Lord Luke, 
president of the Advertising 
Association, announced this at a 
press conference at Brighton on 
Wednesday evening. 


Eight companies, 

publishers, advertising agents, 
and advertisers, have together 
made this possible by agreeing 
to bear the cost of the 
Fellowship by contributing £5,000 
a year for the first seven 
years. 


‘Use ads to beat 
infla tion am AA president 


RGANISED advertising was “deliberately addressing 

itself” to the nation’s need to combat inflation by the 
staging of this year’s Advertising Association Conference, 
Lord Luke, president of the AA, told the press conference, 
one of the opening events of the Brighton programme. 


This was a practical way in 
which the record number of 
delegates could assist the country. 


The danger of inflation was not 
being taken seriously enough, he 
thought. Unemployment was 
being taken seriously enough 
because we had bitter memories 
of it, but the full horrors of infla- 
tion we had never suffered. 


The two evils 


“Of the two evils—unemploy- | 
ment or inflation—I should say | 


unhesitatingly that the latter, if 


it is once allowed to run away, | 


brings far more widespread, and 
far longer 
damage. It just must 
allowed to happen here. 


“Broadly speaking we 


not be 


more, especially 
@ Continued on page 4 


by _ selling 


lasting, misery and | 


can | 
achieve this by living and pro- | 
ducing more economically, and | 


‘Two Freds’ date 


This year's “Two Freds” 
cricket match, in aid of the 
National Advertising Benevolent 
Society, will take place at Hurl- 
— on Wednesday, Septem- 
er 


They are Shell-Mex, Kemsley 
Newspapers, S. H. Benson Ltd., 
Amalgamated Press, lliffe, 
Newnes, Odhams, and The Times 
Publishing Co., Ltd. 

This project has been brought 
about by the efforts of G. R. 
Pope (assistant manager, “The 
Times”), chairman of the Adver- 
tising Association executive. 

He hopes that in time a Chair 
of Advertising will be established 
at London University. And he is 
convinced the establishment of this 
Fellowship is 
bound to en- 
hance the 
prestige of 
advertising 
very greatly. 
A research 
fellowship 
panel hasbeen 
set up of Sir 
MilesThomas 
(chairman), 
G. R. Pope 
(secretary),P. 
Stobo (Ben- 
sons), A. W. 
Burnett 
(Amalgamated Press), Stuart Man- 
der (Newnes), J. M. Judd (Odhams), 
Michael Renshaw (Kemsley News- 
papers) and G. V. Nye (Shell-Mex). 

It is hoped that the appoint- 
ment of Research Fellow will be 
made in time for the new 
academic year which starts in 
October. 

The money for the Fellowship 
is being contributed indepen- 
dently by the seven firms, the Ad- 


Lord Luke 


vertising Association being the 
channel through which it is paid. 

Mr. Pope said this week that 
to mark the successful comple- 
tion of the negotiations and to 
bring the main participants to- 
gether, Lord Astor of Hever 
(chairman of The Times Publish- 
ing Co., Ltd.), who has taken 
the greatest interest in the pro- 
posal, gave a dinner party at his 
Carlton House Terrace home on 
Thursday of last week. Among 
those present were Dr. D. W. 
Logan, principal of the Univer- 

; Sir Alexander Carr-Saun- 


panel. (See Comment, p. 16.) 
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Also in this 104-page issue are 
an extended Graphic Arts fea- 
ture (page 41) and a Market 
Survey of the Midlands (page 65) 


@ Club news... 
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®@ Continued from page 3 


‘We must help to fight 
inflation’—Lord Luke 


abroad, and preferably by doing 
both at once.” 

Those who had businesses to 
run relied on advertising as a 
great economiser,” both in 
money and manpower. For 
modern advertising was without 
question the most efficient means 
of telling millions of people about 
the products of industry that had 
ever existed. : 

To manufacture goods in 
quantity without making full 
use of the powers and tech- 
niques of modern advertising, 
was on a par with building 
a car or a factory without 
the use of modern power tools 
and scientific techniques. 

“But everyone in advertising 
realises that there is still room, 
as with all human activities, for 
improvement. We have already 
seen, over the last decade or so, 
immense improvements in the 
accuracy and effect with which 


. 
Sign please! 

This year’s Conference will 
have a_ special service of 
notices and directional signs 
to guide the 1,400 delegates to 
the various key points. 
C. & E. Layton Ltd. presented 
the necessary typesetting to 
the Association, and Carlto- 
graph Ltd., produced the signs. 
The Automobile Association 
also provided a service of 
temporary road signs. 


advertising can be used to achieve 
given objectives, whether these 
are social or commercial objec- 
tives — such as the creation of 
mass demand leading to mass 
sales, and better value at lower 
prices, with higher living stan- 
dards all round, or the launching 
of exports in new markets,” he 
said. 

In the Conference, the AA was 
deliberately setting itself to 
see where and how the advertis- 
ing industry could be made more 
efficient still: how advertising 
could achieve greater results for 
a given expenditure of time, 
money and manpower. 

The help of the press was 
needed, he told the conference, 
to put over the true view of the 
importance of the contribution 
of advertising to our national 
life. For our answer to the short- 
age of raw materials and man- 
power was to sell more manufac- 
tured goods and services. 

“We live, in short, by selling 
brains. We pack our brains into 
the goods and services we offer 
at home and abroad, and the 
more we can sell the richer we 
are—always provided we can 
sell. 

“So we in Britain have a vested 
interest in seeing a large and ex- 
panding trade at home and over- 
seas. We have a vital interest in 


seeing everybody—ourselves and 
overseas nations—raising their 
standards, needing more, con- 
suming more — enriching our 
lives along with theirs. 

“ All this means that it is more 
and more important that our ad- 
vertising should be as accurate 
and powerful and as imaginative 
as our genius can make it. These 
are the objectives of this Confer- 
ence.” 

The in camera working sessions 
were precise opposites of those 
at Conferences before the war ; 
when the principle was that 
“birds of a feather should flock 
together.” 


Outside interest 


“Agency men talked to agency 
men, poster men to poster men, 
printers to printers and sign 
makers to sign makers. At this 
Conference, on the other hand, 
each session will, we hope, have 
its corps of specialists in their 
subject but will also attract a 
substantial proportion of _ its 
working membership from out- 
side that subject, from those in 
other aspects of advertising, but 
who are deeply interested in or 
affected by it.” 

There were two advantages of 

this method: each session would 
have the benefit of fresh views 
and combined wisdom; and the 
sense of unity of all those who 
worked within advertising would 
be strengthened. 
_ Lord Luke concluded by say- 
ing that for the third year in 
succession, attendance at the 
Annual Conference had broken 
the previous year’s record attend- 
ance, and each year had seen a 
higher proportion of young 
people attending—“a most en- 
couraging sign for the future.” 
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This giant post-card has been sent to every AA Conference delegate by 


British International Addressing Ltd. 


It measures 15 inches by 20 inches. 


The message on the back reads: ‘‘An outsize in mailing shots from a very 
large direct mail organisation—with an equally big wish that you will 
have a pleasant and successful Conference.” It is signed by Kenneth 
Monk, with the postscript: “BIA darned nuisance for sending this?” 


‘Journal’ celebrates 
AA’s birthday 


The latest issue of the Journal 
of the Advertising Association 
commemorates the Association's 
30th anniversary. Contributors 
to the issue include Andrew 
Milne on “Organising Advertis- 
ing in Britain’; Leslie W. Need- 
ham on “Vigilance in Advertis- 
ing”; W. R. Balch on “The Toast 
Is—The Clubs’!”; William T. 
Moss on “Education in Advertis 
ing’; A. Bruce MacColl on 
“The Advance of the Scientific 
Method”; and Olaf Ellefsen on 
“Everyman’s Guide to Media.” 


Cabaret singer 
Alma Cogan is to appear in 
the cabaret during the Ball at 
the Advertising Association, 
Brighton, Conference, to-day 
(Friday), and not Eve Boswell. 


The ‘Weekly’ at Brighton 


A daily newspaper — 
“Adconference Daily”—will 
be published by “Adver- 
tiser’s Weekly” during the 
Advertising Association Con- 
ference at Brighton this 
week. It will be issued to-day 
(Friday) and to-morrow morn- 
ing and will be available free 
of charge to all delegates. 

“Adconference Daily” will 
carry all the Conference 
news and pictures; delegates 
will see themselves at work— 
and at play. 

As in past years, “Adver- 
tiser’s Weekly” is publishing 
and presenting a list of dele- 
gates, giving their firms and 
Brighton addresses. 


TWO CONFERENCE DAILY PAPERS 


Both the List of Delegates 
and the daily papers will be 
available at the Dome, the 
AA Information Room, the 
Conference Club at the 
Metropole and several hotels. 


To-morrow (Saturday) even- 
ing “Advertiser's Weekly” will 
entertain members of the 
Club Development Committee 
and their ladies to dinner. 

NEXT WEEK’S ISSUE OF 
“ADVERTISER’S WEEKLY” 
WILL BE A_ 100-PAGE 
SPECIAL (CONFERENCE 
NUMBER — WITH FULL 
REPORTS AND PICTURES 
OF ALL THE BUSINESS 
SESSIONS AND SOCIAL 
EVENTS. 


SPEAKERS SET 
THIS THEME 


Three speakers, representing 
the Government, the trade 
unions and industry, set the 
theme—“Advertising’s Task in 
the Changing Economy”—for 
the Advertising Association's 
Conference at Brighton at the 
opening session yesterday (Thurs 
day) morning. 

Sir Edward Boyle, Economic 
Secretary to the Treasury, out- 
lined the conditions governing 
expansion; James Crawford, 
general president of the Nationa! 
Union of Boot and Shoe Opera- 
tives and chairman of the Pro- 
ductivity Council, took the 
connection between “Communi- 
cations in Industry and Produc- 
tivity” as his theme; and H. R. 
Tomalin, chairman of the Jaeger 
Co., spoke on “Is the economy 
changing?” 

In the afternoon, six special 
sessions were held. 

Session “A” was on marketing 
efficiency, session “B” dealt with 
technical advertising, and session 
“C” with training better people 
better. 

Subject for session “D” was 
advertising as a factor in develop- 
ing exports, session “E” discussed 
the economics of advertising and 
how best to use the available 
media, and session “F” dealt with 
creative advertising. 

To-day (Friday) the chairmen of 
these six sessions will report back 
to the Conference as a whole, 
summing up the _ conclusions 
reached, and finally Brian 
MacCabe, the Conference chair- 
man, will sum up the entire pro- 
ceedings. 

To-morrow morning the usual 
“Free-For-All” session will be 
held, followed by a club’s lunch 
and a CDC meeting which may 
extend into Sunday morning. 
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Print settlement: Employers wait 


for craft unions’ decision 
APPROVAL EXPECTED OF JOINT OFFER 


A final statement that the printing industry wage dispute is | 
over is expected to-day (Friday). The unions are expected to | 


ratify proposals which have led to a basis for the conclusion 


1956 Newspaper 
design award planned 


The third annual award for 
newspaper design will be 
launched in mid-June. Next 
month an invitation will be 
sent by post to all newspapers 
eligible to enter for the award. 
It will give full particulars of 
the conditions of entry and 
will include an application 
form. 


‘New look’ in 
process wage 
agreement 


A joint statement issued by the 
Federation of Master Process 
Engravers and the unions con- 
cerned, the Society of Litho- 
graphic Artists, Designers, En- 
gravers and Process Workers and 
the Printing Machine Branch of 
the National Union of Printing, 
Book-binding and Paper Workers, 
and addressed to all employers 
and FOCs, tells of a “new out- 
look” in the industry which has 
arisen as a result of the negotia- 
tions for a new labour agreement. 

“If the atmosphere which pre- 
vailed at the conference table can 
prevail throughout the trade 
many of our problems may be 
minimised and may well dis- 
appear,” says the statement. 

“As you are aware, the repre- 
sentatives of our three organisa- 
tions have just concluded a trade 
agreement covering many matters 
of great importance to all of us 
in the process engraving industry. 

“These negotiations were neces- 
sarily involved and somewhat 
difficult, and we are happy to say 
that on all sides there was a readi- 
ness to listen and understand. 

“In our opinion there is a new 
outlook in the industry on all 
sides and the key to the future 
lies in working together.” 


‘Mail’ celebrates 
60th birthday 


A message of congratulations 
and good wishes from the Queen 
was received by the Daily Mail 
in reply to its loyal greeting on 
the occasion of its Diamond 
Jubilee. 

The Daily Mail, founded by 
the late Lord Northcliffe on May 
4, 1896, this week has received 
a number of readers’ letters and 
telegrams of congratulations. 


of new wage agreements. 


The craft unions — the LTS, 


TA, ACP and ASLP—have been 
negotiating with the BFMP and 
the LMPA, representing the 
general printing industry, and 
the Newspaper Society, repre- 
senting the provincial press, who 
have announced in a joint state- 
ment details for the new agree- 
ments. 

They provide for new basic 
craft rates of £11 in London 
(readers £11 12s. 6d.), £10 Ss. 6d. 
in provincial grade I towns, and 
£10 in provincial grade II 
towns (£10 2s. litho). In all cases, 
a cash increase of at least 27s. 6d. 
a week will be paid to every 
craftsman, irrespective of the 
wages he is at present earning. 

In addition, there will be a cost 
of living bonus of Is. per point 
above the present index figure of 
155, the first payment to be made 
in July, 1956. 


Three-year agreement 

The new agreements will be 
stabilised for three years, and 
the proposals include arrange- 
ments for increases in the craft 
labour force, and for the upward 
revision of certain machine and 
other extras. All such increases 
in extras are to be absorbed 
against house rates and/or merit 
money. 

“The question of an ap- 
propriate craft and non-craft 
differential on the lines of the 
two-tier structure recommended 
by the Court of Inquiry on the 
London dispute has yet to be re- 
solved, and the employers have 
declared their desire to discuss 
this as soon as possible with the 
two groups of unions concerned,” 
says the statement. 

Footnote.—The Free Press 
Society states that it has now com- 
pleted emergency arrangements 
for the printing of 17 weekly and 
21 monthly publications in the 
event of a future print stoppage. 


Latest of Raphael Tuck’s dealer dis- 

play units is this showpiece for 

greetings cards. It is constructed of 

metal, and has blue white-lettered 

panels at top and bottom and a flat 
circular red base. 


Transatlantic link 


for PR firms 


In view of their growing inter- 
national business Jessica H. 
Maxted Ltd., publicity and sales 
promotion organisation, have en- 
tered into an affiliation with Ann 
R. Silver Associates of Fifth 
Avenue, New York, who 
specialise in the public relations 
and publicity field in fashions, 
food and furnishings, and in the 
representation of industrial, 
national, civic and charity cam- 
paigns. 

Among firms represented by 
Ann R. Silver Associates are 
Coro Inc., who claim to be the 
world’s largest manufacturers of 
costume jewellery; and Jean 
Patou, of Paris, the couture and 
perfume house. Miss Silver her- 
self covers the European collec- 
tions on her twice-yearly trips 
abroad. 

Her organisation handles the 
National Handknitting Yarn 
Association. 


Dress firm protects design rights 


The registering of advertised 
dress designs, backed by legal 
sanctions, is the latest move to 
combat “pirating” in the dress 
trade. This step is being taken 
by Linzi Dresses Ltd., who an- 
nounce that they have applied to 
register designs of all advertised 
dresses in their Autumn collec- 
tion “and will if necessary en- 
force the rights obtained by 
action in the High Court.” 

A similar warning will also 
appear in national advertising of 
dresses from the Autumn collec- 
tion, 


Horace S. Lindsay, governing 
director of Linzi Dresses Ltd., 
states: 

“I believe that this is the first 
time that a fashion manufacturer 
has taken steps to prevent the 
copying of his models. 

“I want to guard the Linzi re- 
putation against unscrupulous 
firms who simply steal the designs 
shown in our advertisements. In 
addition, I mean to protect Linzi 
stockists, so that they will not 
have to contend with inferior 
copies of our dresses in other 
shops.” 


ADVERTISER'S WEEKLY 


‘PROVINCIAL 
PRICES WILL 


BE INCREASED’ 
—Lord Kemsley 


Price increases by provincial 
papers—and  pparticularly the 
evenings—are forecast as a result 
of rising costs by Viscount Kems- 
ley, chairman of Kemsley News- 
papers Ltd., in his statement for 
the year which ended in Decem- 
ber. 


The recent price increases by 
national papers, he says, brought 
about a decline in duplication— 
the purchase by one reader of 
two or more papers—but circu- 
lation figures had shown that if 
the choice had to be made be- 
tween a national or a local paper, 
the local paper was preferred— 
“most agreeably to us.” 


Revenue up 


Paying tribute to the advertise- 
ment department of the group, 
Lord Kemsley says that despite 
the handicaps the year’s events 
had imposed, the total advertise- 
ment revenue showed an increase 
of over 16 per cent compared 
with 1954. 

He adds: “The passage of time 
convinces me even more surely 
that the establishment of the re- 
search organisation within the 
department has been a most pro- 
ductive development. 

“No advertiser now need buy 
blind for we are able to place at 
his disposal almost every fact he 
may wish to know about our cir- 
culations and these facts convince 
him better than could any words 
that he is getting value for 
money. 

“Moreover, cordial though 
our relationships have always 
been with the advertising agents 
the result of our initiative has 
been to strengthen still further 
the confidence between us.” 


World ‘first’ for 
the ‘Weekly’ 


On page 42 of this issue of 
ADVERTISER'S WEEKLY is an 
advertisement printed in Day- 
Glo ink. By carrying this adver- 
tisement, the “Weekly” com- 
bines with printing ink manu- 
facturers Dane & Co., Ltd., and 
St. Clements Press Ltd. in 
making print history, for the 
advertisement is the first to be 
reproduced letter-press in Day- 
Glo anywhere in the world. 

The advertisement is the result of 
four years of research by Dane 
& Co., Ltd., who have perfected 
a new development’ with 
fluorescent pigments which 
makes possible the letterpress 
use of fluorescent colour. 

For the magazine advertiser the 
use of Day-Glo provides a new 
tool which can be used to focus 
greater attention on his 
announcements, say the manu- 
facturers. 
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BIF mailings to 
he increased 


Next yeat’s British Indus- 
tries Fair will be held at 
Castle Bromwich, Birming- 
ham, from May 6 to 17, said 
J. Ivan Yates, chairman of the 
fair management committee, 
in a statement issued this 
week, 

He continued: “Space will 
be available for exhibitors 
from the London section of 
the Fair; any British or 
Commonwealth manufacturers 
will be eligible and will be 
welcomed as exhibitors. 

“Publicity will aim at keep- 
ing overseas and home trade 
buyers fully informed about 
new developments, processes 
and products, so that they will 
be able to decide in advance 
what is of interest in their line 
of business. Direct mailing 
will be greatly increased, and 
advertising and posters will 


be concentrated to allow for 
»a reasonable coverage.” 


Memorial to 
Lord Camrose 
is unveiled 


A memorial plaque to the first 
Viscount Camrose, who died in 
1954, was unveiled in the Crypt 
of St. Paul's Cathedral by Sir 
Winston Churchill on Thursday 
of last week. 

Sir Winston said the honour 
fell to him to pay tribute to the 
late Lord Camrose by unveiling 
“this modest yet impressive 
memorial which Sir Albert 
Richarson has conceived.” 
Lord Camrose had spent a large 
part of his working life within 
sight of St. Paul's, and it was 
fitting that he should be com- 
memorated there. 

“It happened that Lord 
Camrose chose journalism as his 
profession, and was always 
faithful to his original choice. 
He sustained and built up a 
famous newspaper enterprise. 

“He was a man who would 
have made a mark in any field 
of affairs. Wisdom, foresight 
and pertinacity showed in all his 
thoughts and actions,” he said. 

The memorial, which is the work 
of Eric Winters, the sculptor, 
was dedicated by the Dean, 
Dr. W. R. Matthews, before 
a congregation of about 250, 
which included members of the 
family, Lady Churchill, Lord 
lliffe, Lord McGowan, Lord 
Catto, Lord Bracken, Lord Bruce, 
Sir Alan Lascelles, Sir James 
Grigg and fellow journalists of 
Lord Camrose. 

Of white marble, the plaque 
bears the inscription: “In 
memory of the Right Honourable 
William Ewert Viscount Cam- 
rose. Born 23rd Jurie, 1879. 
Died 15th June, 1954.” It also 
bears the family coat of arms. 
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ISMA working parties to (ARGS! 
plan export drive 


The council of the Incorporated Sales Managers’ Association have 
accepted a recommendation from the annual conference, held at the 
Hotel Majestic, Harrogate, last week, that the Association should give 
particular attention to the “national problem of securing a greater 


share of international trade.” 


The conference recognised that 
in some overseas markets, it was 
a matter of prices, and in others, 
that of bringing British standards 
of design and manufacture up to 
world standards. 

The full resolution is: 

“ISMA pledges itself to strive 
for the prosperity of this country 
in the knowledge that the vital 
aspect of export selling is a major 
factor in the solution of the 
national problem. 

“To implement this it is pro- 
posed: 

(i) That ISMA, through its 
5,000 members, propagates 
a full understanding of, 
and enthusiasm for, the 
solution of the national 
problem at all levels from 
the bench to the board. 

(ii) That ISMA creates work- 
ing parties, by groups of 
industries, to collect and 
discuss common interests 
in the development of ex- 
port markets. 

(iii) That these working 
parties prepare memoran- 
da and recommendations 
on export problems for 
presentation to the appro- 
priate Ministries, with 
copies to the national and 
financial press. 


Group advises on 


church publicity 


The Advertising Christian Group 
has issued a six-page duplicated 
booklet, in stiff covers, intended 
as an elementary guide to 
publicity technique for church 
workers. It is hoped that the 
booklet, titled “Some Hints on 
Church Publicity,” will help to 
raise the standard of church ad- 
vertising throughout the country. 


Sir Winston unveils the memorial to the first Viscount Camrose. 


British firms 
lag in S. Africa 


A warning that feeble selling is 
losing Britain her share of the 
South African market—already 
worth £500 million a year—is 
given by Ralph Horwitz, general 
manager of South African Pub- 
lishers (Pty.) Ltd., now on a busi- 
ness visit to this country. 

Considering that Britain had 
such an export stake in South 
Africa, it was distressing, he told 
ADVERTISER'S WEEKLY this week, 
how little interest she showed in 
the face of fierce competition 
from America, Germany, Japan, 
and, in certain fields, Italy and 
Switzerland. 

Many British exporters were 
far too prone to assume that they 
had done all that was necessary 
when they had appointed some- 
body to place advertising. 

But a South African agent 
often could not live on one agency 
and would represent various 
firms from a great many coun- 
tries. It was imperative, said Mr. 
Horwitz, for British exporters to 
visit their markets and see condi- 
tions for themselves. 

As a publisher and editor, he was 
particularly severe on the lack of 
interest shown by British ex- 
porters in the need to supply 
editorial and news pictures about 
their products, as contrasted with 
the efficiency with which the 
Germans supplied material for the 
30-page supplement on German 
textile machinery for the May 
issue of one of his papers, South 
African Textiles. 

Mr. Horwitz can be contacted 
in this country through his repre- 
sentatives, Technical Publications 
(Overseas) Ltd., London. 


(See Mainly Personal, page 88) 
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A new double-royal poster which has 
been produced jointly by British 
Railways, Scottish Region, and the 
town council of Largs. The poster 
was designed by R. M. Lander. Mr. 
Lander has also designed another 
poster to publicise the drive on/| drive 
off car ferry service between 
Stranraer and Larne. 


Achievement’s 
new chief in 


the North-East 


Wilfrid C. Stiff, general manager 
and secretary of the Liverpool 
Philharmonic Society, is leaving 
to join the Achievement Organisa- 
tion in August. He will take over 
the agency in the North East, with 
offices and showrooms in Liver- 
— and will launch a campaign 

or the Telenu Sign, a new point- 
of-sale invention that looks like a 
television set 
showing a 
programme 
of coloured 
commercials. 
It was first 
marketed in 
September, 
1955, and this 
device has 
been sold to 
British Euro- 
pean Ajir- 
ways, Grun- 
dig Tape 
Recorders, 
State Express Cigarettes, the War 
Office, the National Coal Board 
and other leading advertisers. 


Councillor Desmond A. Dal- 
gliesh, who controls Achievement 
Publicity Services and Achieve- 
ment Scintillating Signs, whose 
head offices are in Bradford, states 
that during the first three days at 
the British Industries Fair, Castle 
Bromwich, inquiries for Telenu 
were received from Holland, Bel- 
gium, Denmark, Uruguay, the 
Philippines, New Zealand and 
Ceylon. 


Mr. Stiff joined the Liverpool 
Philharmonic Society in 1946, as 
assistant manager. 


W. C. Stiff 
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Press, viewers 
welcome TV 


in Manchester 


Granada TV Network Ltd. and 
ABC Television Ltd. began their 
transmissions from Manchester 
on Thursday and Saturday of last 
week respectively. Both have 
reported «a favourable reaction 
from the public to the new 
service. 


The press also received the new 
programmes enthusiastically. 

North-country papers devoted 
thousands of column inches to 
giving ITV in Manchester a big 
send-off. The critics, almost 
without exception, expressed 
favourable comments. 

A Manchester Evening 
Chronicle \eader declared: “No 
doubt about it—ITV has come to 
the North with remarkable slick- 
ness and efficiency. An amazing 
amount of technical work has 
been done in little time, and no 
part of Britain can appreciate 
better this kind of achievement.” 

The Evening Chronicle asked 
100 viewers whether they 
favourably impressed and 
replied “Yes.” Asked whether 
advertisements spoiled their en- 
joyment of commercial pro- 
grammes, 77 replied “No” and 23 
“Te. 

Other papers questioned 
readers in the street and reported 
widespread satisfaction with the 
way in which ITV had made its 
bow in the North. 

Advertisers have been favour- 
ably impressed by public—and 
press—reaction to Granada and 
ABC programmes in the North. 
Local agencies are beginning to 
feel “more in touch” with the new 
medium. 

One local agency—Roe Tele- 
vision Ltd.—had eight spots on 
the Friday night. 


Watched by Alex Anson, Granada 
TV Network Ltd.'s sales and adver- 
tising director, L. T. Parish, sales 
executive, and F. Monkman, of 
Colman, Prentis & Varley Lid., 
Sidney Bernstein (seated left), 
Granada's chairman, and Col. 
A. N. C. Varley (seated right) sign 
the first of Granada TV’s contracts. 


G. Burnside, deputy chairman of Legget Nicholson and Partners. and 

Mrs. Burnside, Geraid Fox-Edwardes, a director of Erwin Wasey & Co., 

Ltd., and Charles Hallas, of Lintas Ltd., at the party given by Granada TV 

Network Ltd. in Manchester, to enable advertising agencies and advertisers 
to view Granada’s opening programmes in the Northern Region. 


Granada TV ads 
‘a guide to 


. . 9 
wise spending 
Advertisements on Granada TV 
Network Ltd. were a “trust- 
worthy guide to wise spending,” 
Granada announced in a state- 
ment transmitted at the close 
of programmes on Thursday 

of last week. 

The statement said: 

“For most of you _ to-night, 
independent television has been 
a new experience. We have 
brought advertisements to your 
TV screens at home. 

“We think you will like them— 
not only because they are 
entertaining, but also because 
they are informative. Products 
and services whose names you 
will be seeing are a guide to 
sensible buying, and will help 
you to get value for your 
money. 

“TV advertisers have faith and 
pride in what they offer. We 
hope their names will become 
as familiar to you as the names 
of your friends and neigh- 
bours. 

“Wise spending eventually saves 
money, and savings can help 
to deal with one aspect of our 
country’s economic problems. 
So, before we shop, let us say 
to ourselves: ‘Is it essential?’ 
If it is, let us buy the best we 
can afford. If it is not essen- 
tial, can we save—not only for 
a rainy day, but also to make 
sure that to-morrow and the 
day after will be sunny?” 


235,000 sets was 


On the opening night of com- 
mercial TV by Granada TV Net- 
work, Ltd., from Manchester last 
Thursday, A. C. Nielsen Co. state 
that at the opening there were 
158,000 homes viewing and over 
200,000 on average between 
9 p.m. and 10.15 p.m. The peak 
viewing time of the evening was 
10 p.m. when there were 235,000 
households watching Granada 
programmes. 

The Nielsen audience research 
figures were in the hands of the 
programme contractors within 48 
hours of the last transmissions on 
Friday. Figures for both Thurs- 


New shopping 
guide in June 


Advertising Features Ltd. are 
to produce a new TV shopping 
guide which will be screened on 
alternate Sunday evenings during 
the summer from London by 
Associated TeleVision Ltd. It 
will be screened from 6 p.m. to 
6.15 p.m., and will be called 
“Counter Attraction.” The first 
will be on June 17. Items will 
be jointly presented by famous 
married couples. 

Rates, including production 
costs, will be £450 for two 
minutes and £250 for one minute. 
A 50 per cent bonus scheme will 
be available to clients who make 
series bookings totalling four 
minutes and over. 


TV in Scotland 


Commercial television could be 
an immense thing for Scotland, 
for the Scottish radio trade and 
for Scottish business, J. M. Col- 
tart, managing director of The 
Scotsman Publications Ltd., told 
the Radio Industries Club of 
Scotland at their May meeting. 

But it involved abandonment 
of many preconceived ideas, and 
also pessimism about commercial 
TV which seemed to have settled 
in the minds of some dealers. 

It was expected, he said, that 
the rates would be approximately 
£200 per minute for peak periods 
and go as low as £100 per 
minute. Facilities would be 
available for spots shorter than 
a minute at appropriate cost. 


first night’s peak 


day and Friday showed a pre- 
ference for the commercial pro- 
grammes. 


Luxembourg rate 


Radio Luxembourg’s English 
transmissions will offer new pro- 
gramming and new all-in rates 
between 6 p.m. and 8 p.m., Mon- 
day to Saturday, for the autumn 
and winter of 1956-57. The rate 
—£135 per quarter hour—covers 
airtime, programme, copyright, 
use of commercial announcer and 
transport. 
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International 
research bureau 
is proposed 


Back in London this week is 
Col. George Warden, chairman 
and joint managing director of 
Armstrong-Warden, Ltd.. after a 
stay of five days in Paris, where 
he was the only British advertis- 
ing agency representative at the 
International Conference on 
Marketing by Manufacturers. 

The conference was organised 
by the European Productivity 
Agency which is an offshoot of 
the Organisation for European 
Economic Co-Operations. Col. 
Warden was invited to attend by 
the Board of Trade through the 
International Chamber of Com- 
merce, of which he is a member. 

Col. Warden told Apver- 
TISER’S WEEKLY that he was sur- 
prised to learn at the conference 
that on the Continent most agen- 
cies did not have market research 
departments. Apparently only 
in the UK and in America did 
the advertising agency act as 
marketing advisers. In other 
countries the advertiser had to 
form his own department and 
then use specialist advisers where 
necessary. 

Col. Warden raised at the con- 
ference the subject of a central 
research organisation, and this 
was received with general agree- 
ment, he said. He thought that 
the Continental countries were 
not yet fully aware of the mean- 
ing of application of marketing 
research. But in the future, it is 
understood, American firms pro- 
pose to organise conferences on 
market research in Europe. 


1,000th press 
celebrated 


Many representatives of the 
printing firms who were first to 
install Glockner automatic cylin- 
der presses when the machines 
were put on the market six years 
ago attended a special celebration 
dinner at the Café Monico, Picca- 
dilly, last week. The dinner and 
reception were given by printing 
machine manufacturers Frank F. 
Pershke Ltd. to mark the occa- 
sion of their installation of the 
1,000th Glockner press. 

(Full report next week) 


NO PRIZE OFFERED! 


What have the following seven 
advertisers in common—to-day ? 
Legal & General Assurance 
Society Ltd. 
Gor-Ray Ltd. 
Walpamur Co., Ltd. 
Playtex (Living Girdle). 
National Benzole Co., Ltd. 
The Prudential Assc. Co., 
Ltd 


Simpson (Piccadilly) Ltd.— 
Daks Suits. 

No prize is offered for the 
correct answer because it is 
printed, in very large type, on 
page 31 of this issue. 
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Top changes at 
Saward, Baker 


W. A. Messenger and H. C. 
Woodyard, directors of Saward, 
Baker & Co., Ltd. have been 
appointed joint managing directors. 
Other joint managing directors are 
Miss E. M. Woodyard and F. R. 
Sainty. 

* * . 

Mrs. Eve Sewell has been ap- 
pointed financial organiser to 
Women Journalists Estates Lid. 
and has been empowered to raise 
£75,000 needed to build premises 
near St. Paul's Cathedral for the use 
of women journalists. 

- * * 


C. H. Alsop, publicity manager 
of W. H. Allen, Sons & Co., Ltd., 
mechanical, electrical and hydraulic 
engineers, of Bedford, has been 
elected chairman of the publicity 
committee of the British Electrical 
and Allied Manufacturers’ Associa- 
tion. 

* * 

Smiths’ Advertising Agency have 
appointed as their media planner 
David Dickinson, formerly of 
The Star. Mr. Dickinson, a Cam- 
bridge cricket “Blue,” will be work- 
ing in conjunction with A. E. King 
and Gordon Ansell, the media 
managers. 

* . * 

Miss Susanna Leggatt, 19-year-old 
receptionist at Richard Lonsdale- 
Hands Associates, was featured last 
week in the Evening News series 
“Girl of To-day.” Miss Leggatt 
joined the firm at the beginning of 
this year. . 

* * * 

I. Finzi, advertising agent, of 
Teheran, is in this country until 
Sunday. He can be contacted at 
the Imperial Hotel, Russell Square. 


T. F. Brown, for 32 years London 
advertisement manager, ‘‘Birming- 
ham Gazette’ and “Birmingham 
Evening Despatch,’ speaks at a 
luncheon given by the directors of 
Westminster Press Provincial News- 
papers to mark his retirement. With 
him in the picture are T. G. N. 
Pearce, London advertisement direc- 
tor (centre), and H. L. Howarth, 
managing director. 


George Scott (W. S. Cowell Ltd.) 
was elected president of the Photo 
Litho Reproducers’ Association at 
its annual meeting. He takes over 
from Albert Fifer (Leicester Photo 
Litho Service Ltd.) who had been 
president for two years past. New 
vice-president is W. Clifford Howell 
(Howell Photo Litho Co., Ltd.). 
G. A. Bourne (New Era Studios 
Co., Ltd.) retains the honorary 
treasurership. Council members are : 
J. H. Berry (Gilchrist Bros. Ltd.). 
W. G. Dudley Bennett (Book Plates 
(Photo Litho) Ltd.), A. Fifer 
(Leicester Photo Litho Service Ltd.), 
L. Holt (John Swain & Son Ltd.), 
J. H. C. Hubner (Hubners Ltd.), 
H. Waddington (Leyton Studios 
Ltd.), and P. A. Womersley (Stott 
Bros. Ltd.). 

* * * 

F. A. Hoare, president of the 
Association of Specialised Film 
Producers, will represent the Asso- 
ciation at the Cork Film Festival. 

* * * 

C. R. B. Williamson, who two 
years ago left Benger Laboratories 
Ltd. to become marketing manager 
and subsequently publicity manager 
of Pfizer Lid., is to join Bengers 
as home sales controller. From 
June he will be responsible for the 
home sales of all the company’s 
prescription and consumer products. 
Mr. Williamson has been with 
Genatosan Ltd., as a pharma- 
cologist, and left the company in 
1950 to join Bengers. 

- — * 

James O'Neill, chief sub-editor of 
The Builder, has left to take up an 
appointment as a PR executive with 
Technical and General Press Service 


Fashion executive 


Mrs. Pat Malcolm, who has been 
with the advertising department of 
J. Lyons & Co., Ltd., and for some 
years with the Robert Freeman Co.., 
Ltd., in their media department and 
as an account executive, and for the 
last two years advertising manager 
and press officer for Crayson 
Models, has been appointed account 
executive in charge of Scott-Turner 
& Associates Ltd.'s fashion group. 

* * * 

Thomas E. Hackett, a member of 
the Institute of Public Relations, 
has relinquished his post as super- 
intendent of public relations, admin- 
istration, with the City of London 
Police Force and has taken up an 
appointment as superintendent of 
public relations and market research 
with H. R. Denne, manufacturers 
of Reliant plastic collars. 

* * . 


_1T. Campbell Northeroft, who 
founded after the war Chalcroft 
Ltd., is returning to London for a 
brief visit from Johannesburg, where 
he established his own advertising 
agency. He will also be visiting 
France and Switzerland. He can be 
Hr ten here at Howard Panton 
td. 
* * *x 

Leon Goodman will spend three 
weeks in July visiting Leon Good- 
man Displays of Italy Ltd., the 
company which he formed last 
September in collaboration with 
Pietro Baragiola, Italian packaging 
expert. 


At the luncheon and reception held recently by poster contractors David 
Allen & Sons Ltd. at their new North Western Region area office in 
Liverpool were the following (Il. to r.): J. Naake, Universal BP Co. Ltd.; 
W. E. D. Allen, chairman of David Allen; J. Allen Rogers, joint managing 


director of David Allen; G. Hope, Osborne-Peacock Co. Ltd.; 


R. Nelson, 


Outdoor Publicity Ltd.; J. S. Brown, director and NW area manager of 
David Allen; A. E. Aylward, director and secretary of David Allen; and 
Ss. C. F. Allen, joint managing director. 


Two months’ tour 
for the Vincents 


Stanley H. Vincent, managing 
director of Dudley Turner & Vin- 
cent Ltd.. and Mrs. Vincent sail 
next week for a two months’ over- 
seas tour. They arrive at Capetown 
on May 31 and will travel in the 
Union of South Africa and 
Southern Rhodesia for a month 
They will then visit Port Elizabeth. 
Johannesburg. Bulawayo and Salis- 
bury, and return to Capetown. Mr. 
Vincent. who broke both legs in 
a car accident two years ago, is 
taking a delayed health tour com- 
bined with a programme of business 
visits on behalf of Dudley Turner 
& Vincent (Overseas) Ltd., who pro- 
duce and place advertising in over 
SO countries 

* * + 


W. M. York, executive director 
of export and publicity at E. K 


Cole Ltd., has returned 
40,000-mile overseas business tour 
covering Ekco interests in India, 
Australia. New Zealand and South 
Africa 


from a 


* * * 


Herbert Dennett, who recently 
retired from the position of adver- 
tising manager of Austin Reed Ltd.. 
has joined the panel of consultants 
available to the clients of the Direct 
Mail Group. He is the author of 
a number of books on the subject. 


* * * 


Thomas White has joined the 
board of George Outram & Co., 
Ltd. He will be succeeded as man- 
ager from June | by Allan G. 
Stephen. Mr. White joined the staff 
of the company in 1926. He was 
appointed manager in 1947 in suc- 
cession to Bryce B. Morrison. Mr. 
Stephen has been with the company 
for 33 years. 

* * * 

Air Chief Marshal Sir William 
Elliot has been appointed to the 
board of directors of the Goodyear 
Hey and Rubber Co. (Gt. Britain) 

t 


ADVERTISEMENT 
BLOCKS 


All advertisement blocks 
used in “Advertiser’s 
Weekly” prior to January 
1, 1955, will be destroyed 
unless notice to the con- 
trary is received before 
May 31. 


Richard Phipps Hornby, 34, copy- 
writer with the J. Walter Thompson 
Co., Ltd., for nearly four years, has 
been adopted as Conservative candi- 
date for the Tonbridge by-election 
He twice contested West Waltham- 
stow (once against Earl Attlee). Be- 
fore joining the agency he was for 
a short time with Unilever, and 
before that, was a schoolmaster at 
Eton. He was educated at Win- 
chester and Oxford (history) and is 
a Blue (football). His wife is the 
concert singer Stella Hitchens; they 
have one child. Mr. Hornby’s col- 
league at JWT, John Rodgers, is 
Member for Sevenoaks. 

* * * 


Among the passengers on board 
the 26,000-ton liner “Empress of 
Britain,” new flagship of Canadian 
Pacific, which arrived at Liverpool 
on Monday, completing her first 
round voyage, were I. H. Mac- 
Donald, of Toronto, general man- 
ager, Canadian Newspaper Pub- 
lishers Association, and D. E. Long- 
more, also of Toronto, president, 
McKim Advertising Ltd. 

* * * 


Roy Watson, Goodyear advertis- 
ing manager, sailed on the “Queen 
Mary” on Thursday of last week 
for a three-week visit to the United 
States. There he will study latest 
American advertising and merchan- 
dising methods, particularly those 
relating to the latest developments 
in tyre design. 


OBITUARY 
A. A. Gray 


Adam A. Gray, a director of 
A. B. Fleming & Co., Lid., printing 
ink manufacturers, of Edinburgh, 
died in a local nursing home last 
Friday. He joined the firm 63 years 
ago and eventually became its chair- 
man and managing director. His 
father was the first secretary of the 
firm when it became a limited com- 
pany. Mr. Gray retired from the 
chair in 1951, but had remained as 
deputy chairman and a director. 


J. Hardaker 


John Hardaker, press officer of 
the Cotton Board, Manchester, died 
suddenly at his home at Marple 
Bridge, Cheshire, on Sunday, at the 
age of 54. He started in journalism 
with the Yorkshire Observer group, 
and later worked on the Statesman 
in Calcutta. Returning to Britain 
he worked as a free-lance and after 
serving with the Army during the 
war, he returned to free-lance work. 
At the end of 1946 he joined the 
Cotton Board as press officer. 
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as advertised to 
13 million readers — including you! 
Which indicates surely — don’t you agree ? — 


Ads for the PIC are PRIORITY ! 


SUNDAY PICTORIAL 


| area 


READERSHIP: 13,655,000 (1.1.P.A. SURVEY) NET SALE 5,600,642 (ABC JUL TO DEC 1955) 
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Cotswolds 


‘Common denominator of interest’ 


the basis of 


In a talk to the Publicity Club of 
the Cotswolds, Blake Ozias, pub- 
lisher of Chemical Processing, said 
that controlled circulation was not 
just an easy way of making money 
in the periodical publishing business, 
as some of the numerous adven- 
turers into this field seemed to 
have imagined. 

The purpose of a_ controlled 
circulation journal should be con- 
centration in a well-defined industry, 
trade or profession, so that a com- 
mon denominator of interest should 
apply to all readers. 

He did not feel that consumer 
papers were appropriate to distri- 
bution by controlled circulation 
because it was practically impossible 


Club News 


to narrow the control sufficiently to 
provide the highly desirable common 
denominator of interest. 

Another point he emphasised was 
that a properly controlled circula- 
tion should not grow. “It can and 
should grow with the growth of the 
field it serves, but the publication 
should start off with near complete 
coverage of the field,” he said. 


Fleet Street Column Club 


Andrew Milne again 
re-elected chairman 


Unanimously, Andrew Milne was 
again re-elected chairman of the 
Fleet Street Column Club, at a 
meeting of the directors held on 
Monday. This popular re-appoint- 
ment followed the annual general 
meeting of the FSCC at which 
Cmdr. Robertson-Macdonald, John 
Sime, and Mrs. L. G. Fish were 
re-elected directors of the club. 


Women’s Club 


‘Exploitation ?— 
nonsense’ 


“ Only those who have not visited 
the Commonwealth could talk non- 
sense about the exploitation of the 
natives and about _ get-rich-quick 
capitalists,” Admiral Sir Denis Boyd 
told a Women’s Advertising Club 
of London dinner. 

Confessing that he disliked demo- 
cracy, he added: “It is only under 
a benevolent autocracy that men are 
free to get on with the job.” 

Admiral Boyd, who is principal 
of Ashridge se a was talking on 
the Commonwealth and the Navy. 

Miss V. A. B. Wright, president 
of the Club, presided. 


Glasgow 


C-C success 


Agents’ advice ‘not 
clear cut’ 


“The attitude of the Scottish 
hotelier to advertising and publicity 
is “very, very puerile,’” J. W. Nel- 
son, resident manager of Glasgow's 
Central Hotel, told members of the 
Publicity Club of Glasgow. 

Tom Johnstone and the Scottish 
Tourist Board had tried to instil 
into the minds of hoteliers, both 
large and small, that they must 
advertise. But they often did not 
advertise, and if they did, they did 
not do so effectively, he said. 

Some of the blame for this 
lethargy could be laid at the door 
of the advertising agents, whose 
advice was “not as clear-cut as it 
should be.”” What was needed in 
Scotland was area or group adver- 
tising, which would be much more 
helpful to the individual hotelier or 
restaurateur. 


Peterborough 
‘Yardley’s nag 
gently’ 


Yardley’s believed in “gently 
nagging” their clients by telling 
them in magazine advertising such 
things as “that pot of cream in the 
cupboard makes nobody lovely.” 
But, Miss Pamela Horner, display 
manager of Yardley Ltd., told the 
Peterborough Publicity Club, adver- 
usements were always pleasingly 
feminine and always accompanied 
by words of sound common sense. 

In their sales promotion cam- 
paigns, the firm tried to keep their 
old customers, and make new ones 
by advertising through many 
different media. 


Golf 
Aldwych Circle 
spring meeting 


The spring meeting, captain’s day, 
of the Aldwych Golf Circle was held 
at Royal Wimbledon Golf Club. 
The captain is J. T. Patterson. 
Results : 

Morning: winner, T. K. Taylor; 
runner-up, J. Rafter; hidden 9 holes, 
C. E. Mitchell; best first 9 holes, 
P. D. White; best second 9 holes, 
W. G. Barney. All prizes were given 
by the captain. 

Afternoon: Glasgow Herald four- 
somes: winners, J. W. Beable and 
J. Rafter; runners-up, C. Dickens 
and W. H. White. Prizes were given 
by the Glasgow Herald. 


New chairman of the Publicity Club 


of Bournemouth, W. Birtwistle, 
publicity officer to the Bournemouth 
Corporation, receives the jewel of 
office from the outgoing chairman, 
G. H. Wales. At the club’s annual 
general meeting the following were 
also elected: president, J. Elmes 
Beale; vice-president, G. H. Wales; 
vice-chairman, L. F. Priddy; general 
secretary, S. Carey; honorary 
treasurer, M. Earl; PRO, S. A. 
Tilley; honorary auditor, H. R. 
Spender; honorary solicitor, R. L. 
Critchley. (“Bournemouth Daily 
Echo” photo.) 


Nottingham 
A gift for 


the instructor 


At the annual general meeting of 
the Publicity Club of Nottingham, 
members of the public speaking sec- 
tion presented their instructor, Joc 
Fry, with a silver tankard and 
cigarettes, in appreciation of his 
successful leadership. 

The Nottingham team, for the 
second year running, were runners 
up in the finals of the National 
Public Speaking Contest. 

Officers elected were: president, 
G. H. Parker; chairman, H. F. 
Darking; vice-chairman, J. Fry; 
treasurer, F. Pendleton: honorary 
secretary, Mrs. E. R. Parker. Execu- 
tive: R. W. Wright, H. D. Davy. 
G. F. Stagg, M. Morley, G. F. 
Pratt, H. H. Lowe, G. S. Robson. 


ae 
Film versatility 


The various uses of films in all 
forms of sales promotion was 
demonstrated to members of the 
Publicity Club of London by 
Geoffrey de G. Barkes when a 
“Little Journey” party visited the 
Shell-Mex & BP cinema recently. 


9 
Ad Man’s 
.- 
Diary 

Monday, May 14 
ADVERTISING CHRISTIAN GROUP meet- 
ing. St. Bride’s Church, Fleet Street. 
6.30 p.m 
Tuesday, May 15 
NEWSPAPER SOCIETY annual dinner. 
Dorchester Hotel. 7 p.m 
Wednesday, May 16 
NEWSPAPER AND ADVERTISERS’ GOLF- 
ING SOCIETY spring meeting Berk- 
shire Golf Club 
Tharsday, May 17 


PUBLICITY CLUB OF LEEDS luncheon 
meeting. Speaker: J. Noel White. 
Great Northern Hotel, Leeds. 
12.30 p.m. 


May 


Ban on Piccadilly 
signs to be fought 


The Westminster City Council's 
ban on two proposed illu- 
minated signs on the eastern 
wing of the Criterion building 
in Piccadilly is to be contested 
by Claude - General Neon 
Lights Ltd. at an inquiry to be 
held in Westminster City Hall 
next Tuesday. 

In July last year permission to 
erect two illuminated displays 
on the frontage of the Cri- 
terion was refused by the West- 
minster City Council on the 
grounds that they would dis- 
figure the architectural charac- 
ter of the building. 

The forthcoming inquiry, to be 
conducted by S. J. Docking, 
representing the Minister of 
Housing and Local Govern- 
ment, is the result of an appeal 
to the Minister against this 
decision of the local authority. 

Harold Williams, QC, will ap- 
pear for the Claude-Gen. who 
will call as witness Sir George 
Pepler, chief technical adviser 
to the Ministry of Town and 
Country Planning from 1943 
to 1946, and a past president 
of the Town Planning Institute. 
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Unilever chief 
is praised 


Lord Heyworth, chairman of 
Unilever Ltd., was described as 
“the greatest business man in the 
world” by A. C. Duncan, chair- 
man of Tothill Press Ltd., at a 
New Commonwealth luncheon at 
the Hyde Park Hotel. 

These lunches are given by 
New Commonwealth to bring 
together those who are directing 
the affairs of the British Common- 
wealth in government, administra- 
tion, business and industry. “The 
industrialist and the business 
man,” said Mr. Duncan, “must 
play an ever-increasing part in the 
shaping of the Commonwealth.” 

Lord Heyworth, who spoke on 
the development of the British 
West African territories, said that 
on the basis of the economic and 
financial facts, the West African 
countries were at least as safe as 
a number of other similar terri- 
tories. 

The Secretary of State for 
Colonial Affairs, Alan Lennox- 
Boyd, MP, proposed a vote of 
thanks to Lord Heyworth, and 
paid tribute to the “fine work” 
that New Commonwealth and the 
editor, Don Taylor, had done. 


A.B.C. Figures 
Jan. to June, 1955 


CAMBRIDGESHIRE TIMES GROUP 
67,42 


Copies 
Weekly 


London Representative: W. H. WALMSLEY 


69 Fleet Street, E.C.4 


Head Office: TIMES BUILDINGS, MARCH 


Tel. March 2368/9 


Tel. Fleet Street 9353 
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From ‘‘Kitty and the Gorilla’, 


one of a series of cartoon films for 


Kitty Kola in overseas markets 


Can the Man-with-the-Gong 
strengthen the impact 
of YOUR advertising? 


VARIETY is the spice of interest; who knows that 
better than the Man-with-the-Gong—symbolising 
The Rank Organisation? Accordingly, in the pro- 
duction of films and filmlets he makes use of all the 
techniques of screen presentation. Live action, as 
in ‘‘Tips’’ and ‘‘Shop”’’, is only one of them. Others 
include cartoon treatments, animated products, 
marionettes, diagrams, animated lettering. The 
script may be broadly humorous, or a forthright 
demonstration, or drama, or light comedy. The 


selling story may be spoken, sung or lettered. And 


out of the variety of ways to present your product 
on the screen, you can trust the Man-with-the-Gong 
to recommend the most effective one. 

Nor is the Man-with-the-Gong content to leave 
it at that: he is ever searching for new devices 
to heighten the selling force of the cinema screen. 
Bring him into consultation on your own prob- 
lems. All the Rank screen advertising activities 
for Great Britain and Overseas are centred in 
Rank Screen Services Limited, 11 Hill Street, 


London, W.1. (Grosvenor 6353). 
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G. Holdsworth 


B. H. Annett 


S. Shurman 


Pat Matthews 


K. Lomas 


Rank’s three advertising companies are merged 


J. Arthur Rank Screen Ser- 
vices Ltd. (handling co-ordina- 
tion and sales), Screen Audiences 
Ltd. (production) and Theatre 
Publicity Ltd. (space buying and 
distribution), the three firms 
which for the last 18 months 
have carried out the Rank 
Organisation’s work in the fields 
of screen advertising, documen- 
tary films and television, have 
been merged into one company. 
This has been re-named Rank 
Screen Services Ltd. 

Gerard Holdsworth is manag- 
ing director of the company, 
whose board includes B. H. 
Annett and Sydney Shurman 
(formerly directors of Theatre 
Publicity Ltd.) and _ Patrick 


Filmer-Sankey (formerly a direc- 
tor of Screen Audiences Ltd.). 
Patrick Matthews (assistant to 
the managing director) has, in 
addition, been appointed general 
manager. 

No other staff changes have 
taken place as a result of this re- 
organisation and the company’s 
addresses and telephone numbers 
are as before. 


* * « 


Kenneth Lomas has been pro- 
moted from account executive 
with Rank Screen Services Ltd., 
to a full-time appointment with 
the Rank Organisation Ltd., at 
38 South Street. He will work 
with Sir Kenneth Grubb. He 


has been with Rank Screen 
Services Ltd., for two years. 

He had previously been house 
manager at Olympia and during 
the war served in the Royal 
Navy. 

Mr. Lomas’s successor at 
Rank Screen Services Ltd. is 
Tom Marshall, who joined the 
company in March. He will be 
handling most of the national 
advertising accounts formerly in 
the charge of Mr. Lomas. 

Mr. Marshall entered the film 
industry in 1952, and before join- 
ing the Rank Organisation 
worked for London Film Pro- 
ductions Ltd., and the BBC TV 
Film Unit, on the television news- 
reel, as a free-lance writer. 


SCOTTISH 
WEEK 
PLANNED 


A National Scottish Week is 
planned for June 16 to 23. Spon- 
sored by the Scottish Tourist 
Board, the Chambers of Com- 
merce and a number of the 
national trade organisations, the 
event will involve special shop 
windows of Scottish-made goods, 
special film and other shows, store 
displays, working displays, open- 
ing of plants to visitors and 
similar efforts. 

While national in conception, 
actual development of the plan 
will be left to local units. 

Among the ideas proposed are 
window displays by 2.500 Scottish 
stores and shops in the Scottish 
Retail Drapers’ Association, a 
competition for cooking of Scot- 
tish grills by the electricity 
organisations, special local ex- 
hibitions of craft work, special 
Scottish programmes in all 
theatres, and the serving in all 
hotels in Scotland of special 
meals. 

Press liaison is being arranged 
by James J. Seager, and organise: 
of the Scottish Week is W. V. 
Stevens, Secretary of the Edin 
burgh Chamber of Commerce. 


11 producers for 16mm. Council 


Present members of the newly- 
formed 16 mm. Producers’ Coun- 
cil— announced recently — are: 
Commercial Motion Pictures, 
Drayton Film Productions, Kino- 
crat Films Ltd., Peak Film Pro- 
ductions, Swift Film Productions, 
Reeds Colour Film Printing, 
Gateway Film Productions Ltd., 
Colour Film Services Ltd., Sub- 
standard Film Finishers, United 
Motion Pictures (London) Ltd., 


and Stanley Schofield Productions 
Ltd. 

Membership is by election, and 
is limited to organisations pri- 
marily engaged in direct 16 mm. 
production and its auxiliary ser- 
vices. Meetings are held monthly 
on subjects of interest to mem- 
bers. So far these meetings have 
been confined to members, but 
the Council hopes to arrange 
open meetings occasionally. 


The stand of the Flaxspinners’ and Manufacturers’ Association of Great 
Britain at the first national Industrial Textiles Fair at the Albert Hall. The 
stand was designed by Scope Publicity Studios, Glasgow. 
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Craft Tailoring 
Council’s first 


promotion 


The Craft Tailoring Council of 
Great Britain, which was formed 
in March by the International 
Wool Secretariat in association 
with the Association of Whole- 
sale Woollen Merchants, Bespoke 
Tailors Guild, National Federa- 
tion of Merchant Tailors and the 
Scottish Federation of Merchant 
Tailors, has distributed its first 
promotion folders to members. 

About 1,500 folders have been 
sent out, containing illustrations 
of the clothes shown at the Men's 
Fashion Council 1956 Presenta- 
tion at the Savoy Hotel, an offer 
of a free advertisement design 
service, and a permanent show- 
card carrying the Council's slogan 
“Craft Tailored Clothes in Fine 
Wool Cloth.” The Council wil! 
produce a similar folder in the 
autumn. 

At the moment a trade press 
advertising compaign is being 
conducted by the Council. But a 
spokesman said that it was hoped 
to produce a national campaign 
later in the year. Agents are C. J 
Lytle Advertising Ltd. 


PROs tour COI 


A party of 13 public relations 
officers from leading industrial 
companies spent a day touring 
the Central Office of Information. 
The PROs represented firms with 
wide export interests and the pur- 
pose of the visit was to see how 
the COI collects and prepares 
industrial publicity material for 
placing abroad and to meet the 
staff responsible. The visit con- 
cluded with a discussion with 
T. Fife Clark, director-general of 
the COI, in the chair, in which 
PROs and COI officers outlined 
their problems and made sugges 
tions for improving their contacts. 
The COI hopes to arrange a 
number of similar visits. 


IAMA social 


Members and friends of the 
Midlands branch of the Incorpor- 
ated Advertising Managers’ Asso- 
ciation met at The Boat Inn, 
Catherine-de-Barnes (near Soli 
hull, Warwickshire) recently 
for a social evening. In a darts 
match Eric Luscott-Evan's 
(Girling) team beat = Arthur 
Upton’s (Cuxsen Gerrard). The 
winners got away to a flying start 
when the wife of the chairman 
(J. H. White, Bendix) threw a 
“double” with her first dart. 


x ONE OF BRITAIN’S BEST MARKETS 


cred y SURREY ADVERTISER 


LONDON: 143 Fleet Street, E.C.4 Tel: FLEet street 6692 


Head office: GUILDFORD Tel: 5252 
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‘Branding will mean more 
to to-morrow’s customers’ 


How the retailer must adapt himself to meet the challenge of brand 
name advertising was discussed by Roger Falk, managing director of 
Marketing Development Co., Ltd. in his inaugural lecture, “To- 
morrow’s Customers,” at the third annual residential course of the 
National Association of Retail Furnishers at Buxton on Sunday. 


“To-morrow’s customers,” he 
said, “are going to become more 
and more brand-name conscious, 
and it isn’t hard to see why. 

“When all the forces—and they 
are very powerful forces—of 
modern sales and advertising 
methods are turned on to the 
promotion of a brand name, he, 
or she, is indeed an independent 
spirit who can resist the pres- 
sures.” 

The work of the retailer was a 
“true partnership” with the 
manufacturer and the customer. 

“You need to know what both 
of them are driving at, and if 
you haven't got the branded 
goods in stock that the customer 
wants, you have surely got to be 
pretty resourceful about selling 
him something else at least as 
good. 


Customer’s needs 


“It is a question of selling him 
something which, at least, fulfils 
the requirements that the brand 
promotion, even if it was on 
behalf of another manufacturer, 
convinced him he needed from 
the merchandise.” 

Mr. Falk said that the kind of 
partnership he had in mind must 
include spending much more time 
in improving the presentation of 
merchandise jtself in the store. 

Retailers had a very important 
job to do, and he was convinced 
that—despite the curbing of 
spending and the savings drive— 
it did not run against the national 
interest. 

The desire by the consumer 
public for a wider range of better 
quality merchandise should act 
as a spur to higher productivity, 
and the need for this was surely 
at the root of all their troubles. 

It was a challenging thought 
that some of this responsibility 
lay with the retailers. 


Dutch promise aid 


The Scarborough delegation 
which visited Holland recently 
to discuss a new advertising 
venture for the resort, was 
assured of the fullest possible co- 
operation for the “Dutch Fort- 
night” which the publicity com- 
mittee hopes to hold next year to 
attract visitors to the town. 


Design centre visitors 


In the first six days since the 
Design Centre in the Haymarket 
was opened by the Duke of Edin- 
burgh, more than 26,000 people 
have visited the exhibition. Trade 
and personal enquiry cards 
despatched to manufacturers 
totalled 613. 


Rowse party for 
‘Nuclear Power’ 


David Rowse, managing direc 
tor of Rowse Muir Publications, 
welcomed guests to a reception at 
the Dorchester Hotel last week 
to celebrate the publication of 
their latest journal—Nuclear 
Power. 

Mr. Rowse said that the first 
thing a publisher had to consider 
when launching a new journal 
was who was going to read it 
and what would be its aims. 

One of its aims, he said, was 
to provide a serious technical, 
but industrial, approach which 
would interest the men who are 
designing and building power 
plants and converting nuclear 
energy to useful purposes. 

“We want, also, to feel that 
Nuclear Power is putting the 
British point of view to overseas 
countries. We have made great 
efforts to ensure that this journal 
goes to the right people overseas. 
Short abstracts have been trans- 
lated from the main articles into 
French, German, Spanish and 
Russian. We have appointed 140 
foreign agents.” 

He thanked those people who 
had supported Nuclear Power's 
advertising columns at a _ time 
when they took on trust the kind 
of job that the publishers were 
trying to do. 


Bip 


This new Platignum pen display can be adapted to suit individual windows. 
Its centrepiece is a mammoth showcard which features a giant Platignum 
quick-change pen. with its accompanying nib units and the variety of 


handwriting styles they cater for. 


Individual displays cover a range of 
ball-point and fountain pens and writing sets. 


for a minimum of two weeks. They are being installed by Window Craft in 


May 


11, 1956 


4t the annual meeting of the American Association of Advertising Agencies 
White Sulphur Springs, West Virginia, were (1. to r.): Ashley Havinden, 
head art director, W. S. Crawford Ltd., London; Lt. Col. A. M. Wilkinson, 
London Press Exchange Lid., and president, Institute of Practitioners in 
Advertising; and Hubert Oughton, chairman and managing director, W. S, 


Crawford Ltd. 
: HIBIT OF 


Also at White Sulphur Springs was Charles E. McConnell, chairman, 
McConnell's Advertising Service Ltd., Dublin. 


‘We have AAAA—but no AA’ 


The reason why it was im- “This led us,” he said, “to the 
possible to hold a conference in idea that = since advertising 
America, on the scale of the agencies are a key factor in ad- 
International Advertising Con-  vertising in every country, an 
ference, held in London, was be- international meeting of advertis- 
cause the USA had no overall. ing agency leaders sponsored by 
advertising organisation compar- the AAAA would bring us at 
able with Britain’s Advertising least part of the way.” 
Association. 

This was stated by Frederic 
R. Gamble, president of the 
American Association of Adver- 
tising Agencies, when speaking at 
the International Day in New 
York, sponsored by the New 
York council of the AAAA. 


Export number of 
AA’s ‘Journal’ 


Roger Falk, chairman of 
BETRO (1952) Ltd., and manag: 
ing director of Marketing De- 
velopment Co., Ltd., is guest 
editor of a special export issue 
of the Journal of the Advertising 
Association. He contributes “A 
practical guide to the promotion 
of exports.” 

Martin Maddan, MP (Attwood 
Statistics Ltd.), writes on “Over- 
seas market research”; A. E. V 
Houchen (managing director, 
County Laboratories Ltd.) on 
“Overseas selling’; Henry Des- 
champsneufs (head of the 
overseas department of F. C. 
Pritchard, Wood & Partners Ltd.) 
on “Overseas advertising’; Ernest 
Biggs (chairman of Intam Ltd.) 
on “Colour, pack and presenta 
tion for overseas markets”; and 
G. P. Vigart (formerly manager 
of research at BETRO) on “Ser- 
vices that can help the exporter.” 


‘ . ~‘ 7 . 
‘Services & Supplies 
Owing to unforeseen circum- 
stances the special advertising 
feature “Services and Supplies” 
has had to be held over from this 


Dealers can use the displays ° : 
by Window Crctt an issue but will appear next week, 


the London area and the City Display Organisation in the provinces. May 1 
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SOW WS 


THE ACADEMIC 
TOUCH 


Lord Luke’s eve-of-conference 
announcement of the establish- 
ment of a Research Fellowship 
in Advertising and Promotional 
Activity at the London School 
of Economics gave a great fillip 
to the Advertising Association’s 
thirtieth anniversary year event 
being held this week. 


This Fellowship is due recogni- 
tion of the important role of 
sales promotion in a free dis- 
tributive system, and a rebuff to 
the dwind'ing number of 
vociferous economists who 
sneer at the social significance 
of advertising. It may even 
lead in time to the establish- 
ment of a Chair of Advertising. 


The thanks of the whole business 
are due to those commerc‘al 
enterprises whose generosity 
has made possible this Fellow- 
ship. And no less to those who 
conceived the idea and brought 
it to fruition. 


A College? 


What now of that other dream, 
a College of Advertising? It is, 
of course. a plank in the long- 
term policy of the Institute of 
Practitioners in Advertising. 

Some have derided it as imprac- 
ticab'e, but enthusiasm may be 
revived by this week’s news. 


The critics of the College scheme 
are wrong. Anything which 
helps to raise the prestige or 
improve the quality of advertis- 
ing should be encouraged. 


Brighter prospects 


Impressed by the Fellowship 
news, the delegates in Brighton 
met for business sessions on 
Thursday in optimistic mood. 
They were cheered by the news 
of the print settlement. 

After weeks of negotiations and 
hazy speculation the horizon is 
clearer, with a three-year wage 
agreement for four craft unions 
awaiting formal acceptance. 

The next step must be the crea- 
tion of a proper structure 


throughout the industry to end 
the leap-frog claims. For with- 
out lasting peace in the printing 
industry there can be no pros- 
perity for those who provide or 
use its services. 


METALWORK 


—that’s the 


WHILE the big guns of 

advertising are firing 
great salvoes of sales sense at 
Brighton this week-end it is an 
interesting exercise to consider 
the views of schoolchildren on 
advertising. 

After Arnold E. Jones, manag- 
ing director of McConnell & Co. 
(Advertising), Ltd., of Colwyn 
Bay, had spoken about the busi- 
ness to secondary schoolchildren 
at Chester the headmaster asked 
his pupils to write an essay on 
the talk. 

The speech went down very 
well with the scholars, it is 
reported. But whether their 
reactions will go down well with 
their advertising mentors is 
another matter! 

Look at these quotes from the 
impressions made on _ teenage 
minds. 

“A half-page in a newspaper 
costs roughly a thousand pounds 

. to put an ad in a magazine 
costs twopence in the pound.” 
(Harris Kamlish, please note.) 

“Advertising is also done in 

picture houses during the Theatre 


Publicity.” (Nice for Gerry 
Holdsworth.) 
“The Lever Brothers also 


advertise things, the cost is £200.” 
(What is Charles Hallas up to?) 
And finally this gem: 

“The effect advertising does 
to people is remarkable, for 
instance there is a little girl 
looking at a novel and she 
sees a funny man carrying an 
elephant. She starts to laugh 
and runs to show it to her 
mother. A little time later her 
father said he felt sick. ‘I 
know what will brighten him 
up, says mother, and she 
brings him home a Guinness.” 
Many of the essays showed that 

Mr. Jones’s young audience had 
grasped some of the basic essen- 
tials of his talk. But the strong 
impression left is that advertising 
is having far more effect than the 
Education Act. 


CROSSWORDS 


HE president of the Birming- 

ham Chamber of Commerce, 
E. M. Clayson, has been saying 
harsh things about salesmen at 
his city’s section of the British 
Industries Fair. 

“They don’t even bother to 
come out of their little cubby- 
holes in the back of the stand,” 


DISPLAY*GILKSGREENPEXHIBITIONS @ 


MERCURY DISPLAYS 7. 


EASTWOOD STREET:S W'I6 


“PLASTER CAGTING * MODELLING 


TALKING POINTS 


young idea 


says Mr. Clayson. “They sit 
there doing their crosswords and 
could not care less.” 

Is it not time that manufac- 
turers got down to the task of 
instilling sales sense into the men 
and women who are the direct 
link with the potential customer? 


UND-RAISING ideas are 

as numerous and ingenious 
as the strange, but often fleeting, 
schemes for new, small advertis- 
ing media. 

Clifford Tillett, of Kensington, 
has ideas on both, and he is 
about to put them into practice. 
His object jis to get money for the 
White Crusader Boys’ Movement, 
a club which makes Christmas 
toys for orphans. 

“We are going mobile,” he 
says, “and a large pantechnicon 
will become our club and work- 
shop on wheels.” 

More than that, he hopes it 
will become a rolling poster site. 
Advertisers are to be asked to 
buy space on the side of the van 
for the good of the cause. 

Coverage of “many areas over 
the Southern parts of Great 
Britain” is offered, “all for as 
little as £1 ls. a month per crown 
size poster.” 

There are spaces for 41 bills. 
And blow the Town and Country 
Planning Act! 
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Twopenny ads and Guinness for Dad 


My 
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Is this unique? 


UNIQUE? 
E usually say “There is 
nothing new under the 
sun.” Nevertheless, G. S. Royds 
send a note about thei> Dunhill 
cigarettes campaign and ask: Is 
this unique? 

In a new series of advertise- 
ments appearing in the nationals 
and London evenings, a hand 
picking a cigarette, which is the 
ascender of the ‘h’ in Dunhill, 
illustrates the copy theme “My 
Pick.” 
scraperboard illustration 
introduces a natural action, which 
gives life and directional move- 
ment to the advertisement, it is 
claimed. 

“We wonder,” ask Royds, “if 
your readers can recall any earlier 
examples of a name _ display 
which succeeds in embodying the 
actual product into the lettering?” 


TO-MORROW'S TOPICS 


@ Next year will be the twenty- 
first anniversary of the famous 
Advertising Association cruise- 
to - Scandinavia conference. 
Older delegates at Brighton 
this week are wondering: What 
are the chances of seaborne 
sessions in 1957? 


@ New, liquid products in the 
shortening and _ detergents 
fields will lead to heavier-than- 
ever advertising campaigns in 
the autumn. 


@Coming trend in_ cigarette 
packing will be towards 
stouter, crush-proof packets 


printed in brighter colours. 

@ The Council of the Trade and 
Technical Press is considering 
a proposal for the standardisa- 
tion of second colour in two- 
colour printing 


PERSPEX 


@ Advertising agencies are plan- 
ning a renewed bid to get 
higher commission rates and 
more information on circula 
tions and readership in the 
periodicals field. 


@“Keep strictly off the health 
question” is a firm instruction 
by the biggest cigarette makers 
to their agents. But, despite 
the continuing cancer con- 
troversy, sales are holding firm 
and new and restyled products 
are planned for a big smokers’ 
market battle. 


@ Leading provincial hairdressers 
are contemplating a campaign 
to attract into their salons 
some of the six million women 
who never have their hair 
done by professionals. 
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How to enter one human head-—or 5,000,000 


If your advertising aim is to get into the minds of about 
5,000,000 people intelligent enough to like reading, the 
key is in your hands: The Reader’s Digest opens the 
door at a touch— indeed, holds it open for you. 

Why do the men and women who enjoy this magazine 
each month provide such a productive market? One 
reason is that they are comfortably above the average 
in income—over a million of our readers own their own 
houses, and nearly a million have motor-cars. Well over 
two million ot them are women, with the household 
spending responsibilities that this implies. 

But more important still is our readers’ character. The 
Reader’s Digest deliberately sets out to please people 
with inquiring minds, receptive to new ideas. Its pheno- 
menal success—over a million sale in Britain, a world 


sale of over eighteen million—is the measure of the op- 
portunity it offers to the advertiser. Its readers really 
read it—pick up each issue many times as they browse 
through its articles. There is ample evidence that they 
read the advertisements, too. And they are exactly the 
kind of people, better informed than most, whose ex- 
ample is apt to influence their friends. 

It is because of the character of its readers and their 
pleasure in reading it that The Reader's Digest is one of 
the great advertising media of Britain. 


OVERSEAS {International editions, 27 of them, cover 
key export markets, The British exporter can book space in 
London and, usually, pay in sterling. 


NO WONDER IT’S CALLED 
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The eptablithad controlled chewlatlion, papeoh 


Published for the Hotel and Catering Industry 


Enquiries and Circulation 


6,772 enquiries have been received from the first six issues, an average of 1,128 every 
month since September, 1955. This figure will rise astronomically in June when the 
circulation will shoot up to 18,000 copies monthly. 

All influential buyers of any consequence will then receive a copy of CED. and you can 
be sure of a complete coverage and even greater selectivity in this important industry. 


Editorial 


The Editor will ensure that every new product is announced immediately and will be in 
constant communication with all manufacturers and suppliers to maintain this service. 
A busy executive can therefore know of all new developments without having to waste 
his time on irrelevant and uninteresting matter. 


Format 


A remodelled format will provide a more interesting page and clearer presentation. 
Full details of rates, circulation and format will be sent on application to:— 


” The Advertisement Manager 
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Controlled Circulation of 
18,000 copies monthly to: 


Industrial Canteens, Hotels, Catering Contractors, Hospital Management Committees, 
Restaurants, Cafe and Refreshment Bars, Public Schools, Selected Clubs in Big Cities, 
Holiday Camps, Stores with Restaurants, Government Departments and County 
Councils, Shipping Lines, Airlines, British Railways. 
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COMMERCIAL TELEVISION 


So many variables and unknowns surround the 


task of planning the television campaign 


that you are lost unless you 


May 11. 1956 


Keep your head when you start 


to work out the allocation 


ADE in a medium shot 

showing a small shabby 
office. On a desk in the fore- 
ground is a small white plaque, 
it says. “Bluebottle-Television 
Time Buyer.” Behind the desk 
crouches an insignificant, wor- 
ried little man. 

He thinks. 

“Now let’s see. The client 
wants to spend £25,000 over the 
next 20 weeks, That will be X 
number of commercials plus, of 
course, the bonuses. Why didn’t 
I think of that before. But that 
will be if the bonuses are still in 
effect by the time he gets on the 
air. Maybe he should just 
reckon on getting X—but then he 
is bound to say ‘Why didn’t you 
get me _ bonuses like other 
people ?” 

“At that point we may well find 
out that if we buy time on the 
London station we can only get 
a bonus on the Midlands station 

—which we don’t want because 
the client does not cover that 
market—and anyway it will be in 
peak time and he only wants the 
afternoons to catch the women. 
Maybe we also should tell him 
that ‘you know who’ will have 
to drop their rates to level up 
with the rest of the boys or go 
out of business: but if we do tell 
him and they don’t what do we 
do then ? 


Fixing the price 

“That is a nasty one because 
he has heard the awful rumour 
that certain buyers are going 
straight to the fountain head and 
deciding their’ own prices and 
terms outside the rule book. And 
anyway, what happens to the 
schedule if the prices change half- 
way through the 20-week period ? 
Will he get a rebate—in which 
case what do we do with it ?” 

The camera draws back leaving 
the hunched figure receding in the 
distance. 

He is still thinking what he 
would like to do with the rebate 

The weeks of “unnatural 
break” that have kept our articles 


says 


Irene Handl holds up the product. 


personality of “this fine 


character actress” 


TELETASTER 


Teletaster considers that the 
is well exploited in 


the Mansion Polish commercial. 


off the printed page have brought 
a number of changes to the com- 
mercials—as well as the time 
buyers. 

You may remember that a few 
weeks ago we had occasion to cry 
bitterly over the fact that all the 
soap sellers were saying the same 
thing. They all washed “Whiter, 
brighter” and sometimes “Whiter 
than brighter!” and at last some- 
body has pulled a new one out of 
the bag—starting off with a good 
gimmick and a powerful com- 
mercial. 

Let us wish “Cheer” good 
luck. Their 30-second tele- 
vision commercial packs so 
much punch that you do not 
have a chance to turn away 
from the screen. It is easy to 
see that it was not conceived 
with an “air of gay abandon!” 
The pacing shows a great deal 

of thought, starting off with a 
montage of faces on the screen 
with the sound track building up 


to a cheer as the faces whirl. The 
announcer then cues in the pack, 
which zooms in from the back- 
ground and the gimmick raises its 
enticing head for the housewife. 


Comprehensive claim 


This, as we all know by now, 
is a free duster, wrapped in trans- 
parent film and tucked away inside 
the packet. A finger is shown 
pointing to a close up of the 
packet and the announcement 
that is printed on it. The narra- 
tion continues with the statement 
that “Cheer washes everything!” 
(which seems to cover all that 
anybody else has ever claimed) 
and we see at the same time 
oceans of sheets, shirts, blankets 
and dishes—just in case we do not 
believe our ears. 

The commercial closes on a live 
scene in which a housewife takes 
a duster from the packet and 
holds it up. At that point I get 


a bit hazy on my one-man 
monitoring, but I believe that the 
duster rolls itself up again and 
pops back in the packet—just to 
give the housewife the final im- 
pression that the thing is there 
waiting for her when she buys the 
soap powder. The price then 
jumps on the pack and a hectic 
fade-out closes all. 


that all that is 
packed into 30 seconds one 
would not imagine that the 
advertiser is calling aloud for his 
money back! 

One can also commend Hor- 
licks for a very fine commercial 
involving high-class photography 
and hypnotic suggestion. There 
is one thing to be said for the 
mass of junk commercials that 
load the screens. When you do 
see a good commercial, it is such 
a shock that it makes a lasting 
impression. 


Considering 


High standard production 


Not that the Horlicks offering 
would fail to stand out among 
better-class pieces of work. Far 
from it! The special camera- 
work and the beautifully written 
and narrated sound track are the 
result of a very high standard of 
creative and technical skill. 

Having said all that, let me 
hasten to add that I do not con- 
sider this film to be a particu- 
larly good selling commercial. 
It as altogether too high-class. 
One feels that it was probably 
designed to make a lasting im- 
pression rather than impact. To 
imagine that anyone would im- 
mediately rush from the screen 
and buy a tin of Horlicks would 
be a little too optimistic. How- 
ever, as a reminder commercial, 
it is first-rate and backs up a fine 
press campaign that draws the 
eye with the same basic scene as 
used in the film. 

The British television adver- 
tiser is learning fast. Both the 
above campaigns have shown 
coherent thought, and all the 
available advertising media 


@ Continued on page 22 
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JUST LOOKING 


A woman shopping for clothing, whether for herself or her 
menfolk, has a stock answer to the sales assistant who tries to 
commit her too soon to a purchase. It is: “I’m just looking.” 
This doesn’t mean that she isn’t going to buy. She simply 
doesn’t want to be hurried. She wants to look at the goods, 
quietly, thoroughly, without feeling morally obliged to decide 
or the spot. 

Now this is where television offers the clothing advertiser 
such a special advantage. For the TV advertisement enables 
the potential customer to have a really good look at the clothing 
you want her to buy. And results prove that she does buy, for 
the very next day after seeing a television advertisement for 
clothing, she walks into a shop, knowing what she wants. She’s 
seen it. She’s had ‘ta good look round.” She buys. 


STORE’S SALES SUCCESS 
following ATV advertising 

Marshall & Snelgrove, the well-known store, are among the 
many advertisers who have proved the power of television to 
sell clothing. For example, on Sunday, February 19, they 
featured the following items on an ATV advertising magazine : 

Ballito “Royalty” stockings 

Asta suits and coats 

The Marshall & Snelgrove bridal gown 
Next day the departments concerned reported a remarkable 
increase in sales. The stockings (introduced exclusively on tele- 
vision) were described as an “instant success.”’ The coats and 
suits were ““extremely successful,” while the bridal gown (a not 
inexpensive purchase) aroused “exceptional interest,” five 
being sold on the first day following the advertisement. 

“As a result of Independent Television, sales rise and con- 
tinue to increase,” states Mr. W. A. Slow, Director of Publicity 
for Marshall & Snelgrove. This is the pulling power of Tele- 
vision. As far as Marshall & Snelgrove and their agents, 
James M. Greenwood Advertising Ltd., are concerned, it has 
been satisfactorily proven that close co-operation and know- 
ledgeable guidance will ensure success. Television moves the 
merchandise from the counter. 

Other clothing advertisers, large and small, have found that 


ADVERTISING AGENTS 
Marshall & Snelgrove 
James M. Greenwood 
Advertising Lid 

Ballito stockings 

G. S. Royds Lid 
Wolsey socks 

C. D. Notley Lid 
Clark's children’s shoes 
C. D. Notley Lid 
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TELEVISION PROVES ITS 
POWER 


to sell clothing 


SHE KNOWS THE NAME 


Television not only demonstrates clothing graphically. It has been 
proved that television advertisements for clothing increase brand- 
awareness enormously. The potential customer has not only seen 
what she wants: she knows the brand name to ask for. 

Just before the opening of Independent Television in September 
last year, TV Research (Gallup Poll) Ltd. asked a sample of Lon- 
doners : “*What is the first name you think of in (product group)?” 
A few months later the question was again asked. The answers are 
tabulated for those from ITV and non-ITV homes. 


BALLITO STOCKINGS 


ITV HOMES NON-ITY HOMES 


Before television advertising, Ballito 
stockings were second from the bot- 
tom of the list named by consumers. 
After only six months of TV adver- 
tising, they are second from the top, 
having displaced all except one of 


. 


WOLSEY SOCKS 


ITV HOMES | NON-ITV HOMES 
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Always brand-leaders in men’s socks, 
Wolsey increased their lead in ITV 
homes by 15 points in only twomonths. 
In non-ITV homes where consumers 
were influenced only by other media, 
their position remained almost un- 


their competitors. In non-IT V homes 
they remain almost 


changed. 


CLARK’S CHILDREN’S SHOES 


Clark's led the children’s footwear field 
even before television advertising began. 
being named first by over a fifth of potential 
customers in ITV homes. Now their lead 
has risen by 11 points, over one-third of con- 
sumers in ITV homes naming Clark's first 


television advertisements bring rapid results. If you have 
not already seen the ATV leaflet on the subject, please send for 
one. It gives detailed information on how clothing advertisers 
have successfully used television. And, if you will write or tele- 
phone to ATV, you will find that it costs far less than you think. 


SELLS MORE—COSTS LESS! 


Associated Tele Vision Ltd., Television House, Kingsway, London, W.C.2 
(CHAncery 4488) 
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Is it worth 
printing ? 


EVERY 
TIME ! 


With Rotaprint you can print everything from 
office'stationery to multi-colour sales literature, 
in fact anything your business requires 
whatever the quantity. No longer do you 
need to ask yourself the question “ Is it 

worth printing ?”’ You can print it quickly 
and economically with ROTAPRINT. 

This small offset litho machine is simple to 
operate, versatile in its application and 
produces quality results that are unsur- 
passed. We recommend that you investigate 
the possibilities of ROTAPRINT as applied 
to your own organisation. Fill in the coupon 
below for further details. 


ROTAPRINT 
LIMITED, 
Rotaprint House, 
Honeypot Lane, 
London, NW.9. 


SMALL OFFSEjT (12 lines). 


Tel.: COLindale 8822 


ENQUIRY FORM 


Please send, without obligation, printed specimens 
and full details of Rotaprint. 


NAME ___ 


DEPARTMENT 


Pin this Enquiry Form to your letter heading and post to 
ROTAPRINT LTD., HONEYPOT LANE, LONDON, NW.9. 


| Advertising Ltd., these films have been highly praised by Teletaster. 
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TV commercials—golden 
road for young actors 


The “Tweety Pie” 
chick as he appears 
in the television 


film promoting 
Richard Hudnut 
shampoo. The 


jingle in this item, 

in Teletasters 

opinion, is first 
class. 


have been used to back up and 


implement each other. Pre- 
viously it had seemed as 
though most advertising 


agencies operated their poster, 
press and television depart- 
ments from different parts of 
the country, and relied on 
carrier pigeons to co-ordinate 
their various policies. 

That wretched fellow who 
wrestles with his bicycle, clad in 
a clean white shirt, once again 
insults our intelligence for Daz. 
[he first few times he appeared, 
we did not mind too much that 
we were expected to believe any 
man would be such a fool. Or, 
that boiling the shirt in anything 
short of sulphuric acid, would 
clean out the black grease with 
which he had smothered himself 
But when, after seeing the com- 
mercial half a dozen times, I 
noticed that he donned _ the 
washed shirt in the garage, with 
his wife indulgently looking on, 
it was too much! 

It says very little for the adver- 


a 


tiser’s opinion of the people who 
buy the product. The mora! is 
clear: if you have got a commer- 
cial with faults like this do not 
show it so many times that the 
whole thing sticks out like a sore 
thumb. 


Fine character piece 


The Mansion Polish item with 
Irene Handl continues to enter- 
tain. Very cleverly scripted and 
devised, this commercial exploits 
the personality of this fine 
character actress to the full in a 
number of amusing situations. | 
would recommend this type of 
advertising to all actors and 
actresses because it allows them 
to show off their talents to a wide 
audience. Names can become a 
byword throughout the nation 
very rapidly by such means 

Despite the fact that it exhorts 
our wives to put egg in their hair 
the commercial for the Richard 


@ Continued on page 24 


A scene during the production of one of the commercial television 


films on behalf of Lilley & Skinner Ltd. Produced by Dorland 


Anne Crawford is seen here adjusting her hat before facing the 
cameras. 
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IN THE 


LETTER-BOX! 


—to open the purse that buys the goods you sell 


is undoubtedly the local newspaper—delivered 
to the house and read and re-read 


EVENING NEWSPAPERS: Hull Daily Mail - Grimsby Evening Telegraph 
Lincolnshire Echo - Evening Sentinel (Stoke-on-Trent) - Derby Evening Telegraph 
Leicester Evening Mail - Bristol Evening World - South Wales Evening Post 
(Swansea) * The Citizen (Gloucester) - Gloucestershire Echo (Cheltenham) 
WEEKLY NEWSPAPERS: Yorkshire and Lincolnshire Times (Hull) - Grimsby 
Saturday Telegraph * Staffordshire Weekly Sentinel (Stoke-on-Trent) * Herald 
of Wales (Swansea) * Gloucester Journal * Cheltenham Chronicle. 


NORTHCLIFFE NEWSPAPERS GROUP LTD. 


R. H. PENNEY - Advertisement Director : 163, QUEEN VICTORIA STREET, LONDON, E.C.4 FLEet Street 6000 
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COUNTY DURK A milk campaign TV ad 
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Cie Set 


INDUSTRIES 


~ 


HEAVY SPENDING 


Coal and steel are the principal 
industries of County Durham, but agriculture 
does not lag far behind. The Durham County 
Advertiser Series circulates among miners, 

steel-workers, farmers from the Aucklands to 
the east coast and south to North Yorkshire. 


In Durham itself, three out of every four 
households take the Durham County Advertiser. 
Over 60°, of the families in the mining town 

of Stanley subscribe to the Stanley News. 

Miners are now earning the highest wages in 
Durham history and like to spend their money. 


Three out of five of County Durham's one and 
a half million inhabitants live within the 
Durham County Advertiser Series area. 
Advertisers should use this means of reaching 
a profitable market at reasonable cost. They 
spend readily but shrewdly in County Durham. 


SERIES 


COMPRISING 


DURHAM COUNTY ADVERTISER 
DURHAM CHRONICLE 
STANLEY HEWS, CONSETT CHRONICLE 
AUCKLAND CHRONICLE 


TOTAL A.B.C. 52,058 


IN THE WESTMINSTER PRESS GROUP 
OF PROVINCIAL NEWSPAPERS 


Professor V. H 
Mottram, sometime 
Professor of Phy- 
siology at London 
University, is here 
seen in action dur- 
ing the 90-second 
film for television 
produced on behalf 
of the National 
Milk § Publicity 
Council by Col- 
man, Prentis & 
Varley Ltd. 


Hudnut shampoo is very appeal- 
ing and without a doubt, this is 
because of “Tweety Pie.” This 
little chick is already assured of 
a good following because of the 
dozens of amusing cartoons in 
which he has appeared. Further- 
more, the jingle is first class, 
showing a high standard of work- 
manship that must have cost a lot 
of money. 

It was with great relief I noted 
the change in commercial format 
made by the Milk campaign 
people. By the time their pre- 
vious effort had got through 
waving hands at one the tempta- 
tion was strong to head for the 
nearest gin bottle. This time. 
however, we are plugged at by a 
nice quiet old man who sounds 
convincing, if uncomfortable. We 
would suggest that next time we 
have someone not quite so much 
in the Third Programme class 
in fact, a number of people have 
been a little worried about his 
title: “Sometime Professor of 
Physiology, London University. 


Getting it clean 


A good demonstration com- 
mercial has been made by 
Simoniz, to advertise “Body- 
sheen.” 

There is nothing so effective as 
the actual showing of the product 
in action—in this case a straight- 
forward cleaning job on_ the 
muddy wing of a car. After all. 
very few people know (as we do) 
that the camera hardly ever tells 
the truth, and the research men 
have already proved a number of 
times that people will believe a 
demonstration if it is repeated 
enough. 

But that does not mean to say 
that we want to see the same 
commercial every week for six 
months and there is plenty more 
of that car left to demonstrate 


_upon. 


And while we are on the sub- 
ject of cars, the Regent safety 
slogan format deserves a mention. 
It is a pleasant change for a petrol 
company to come out with a pres- 


that is convincing 


tige commercial that might help 
to cut down road accidents and 
there should be top marks for the 
fellow who thought that one up. 

It is a little bit chancy, how- 
ever, and we came so near to 
tragedy in one shown recently 
(involving a small boy on a 
bicycle) that there is a chance 
that the audience might begin to 
build up a negative mental re-call 
whenever they see the product 
name. That can easily happer 


COMMERCIALS for Mansion 
polish have been judged and 
coupled with Surf and Shell 
spots as “the best of the acted 
commercials so far.” This opinion 
was expressed by “Sight and 
Sound,” organ of the British Film 
Institute, in an article reviewing 
the progress of commercial tele- 
vision. 


and could be disastrous for the 
advertiser. A little re-scripting, 
however, to show the film 
sequences less dramatically, plus 
a little more from the educational 
point of view with a this-is-what- 
might-have-happened approach, 
could well put this fine series on 
a safer footing. 

It would be a pity to conclude 
without a word of praise for 
Marfak. Their current chassis 
lubrication commercial is one of 
the best demonstration items yet 
seen—convincing both from the 
standpoint of the motorist who 
knows what a greasegun is and 
those who might have thought it 
was connected with EOKA. 

Starting off in the accepted 
manner and showing the need for 
a water resistant grease, the film 
moves at a fine pace through 
some very dramatic scenes 
planned to catch the attention of 
a wide audience. 

Those advertisers considering 
the use of a demonstration plug 
would be well advised to study 
this commercial and profit by its 
advanced techniques. 
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A COMPLETE, UP-TO-DATE 
VARKET ANALYSIS 

OF SEVEN KEY CITIES 

IN CANADA 


Here is your opportunity to find out—without cost-— 
all the information you need to know about seven key 
Canadian markets. 


These seven booklets can help you avoid costly mistakes 
by giving you complete, advance data on seven of the most 
important cities in Canada—Ottawa, Hamilton, Winnipeg, 
Edmonton, Calgary, Medicine Hat and Vancouver. 


You learn their buying power, retail sales, buying habits, 
number of households, retail outlets and types of industries. 
All this plus many more equally important and vital facts. 


Added together, they give you a complete up-to-date picture 
of the factors which will influence your sales in seven key 
Canadian cities. In selling Canada, these cities make up 

a rich market you can’t afford to miss. They comprise 

the great SOUTHAM newspaper market . . . a $1,775,371 ,000 
market covered by the seven Southam newspapers 

with more than 1,500,000 loyal readers daily. 


With the Southam Survey on your desk, you can save 
yourself hours of research and correspondence. 

All the information you need will be available at your 
fingertips when you want it. 


These booklets are published as a service to 
all those who need up-to-date authentic facts 


and figures on Canadian markets. Order your 
FREE copies TODAY! 


F. A. Smyth, 34 Ludgate Hill, London E.C.4, England 
or telephone City 2784. 


vvowsee. THE SOUTHAM “&; NEWSPAPERS 


OF CANADA 


OTTAWA HAMILTON WINNIPEG CALGARY MEDICINE HAT EDMONTON VANCOUVER 
Citizen Spectator Tribune Herald News Journal Province 
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Guaranteed Delivery Dates 


SALES DIRECTOR MR. W. S. M. RITCHIE 


(LONDON OFFICE) 13, DUKE STREET, 
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Craftsmanship in Screen Printing 
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Advertising Ltd. 


TEL: WELBECK 1258 


Specialists in 
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REFERENCE KEY :— 


1* PELMETS (a) Paper 
(b) Paint Transfer 
(c) P.V.C, 
(d) Flock 


METAL PELMETS and CANOPIES 


" WINDOW BILLS (a) Paper 
(b) Self-Adhesive 
(c) P.V.C. 


LONG LIFE PAINT TRANSFERS 
(for inside or outside fixing) 


* SHOWCARDS CROWNERS DISPLAY UNITS 
PLASTIC BANNERS and RIGID DISPLAYS 
* POSTERS (all sizes) 


8* TRANSPORT ADVERTISING 
Bus Streamers, Bus Targets, 
Bus Backs and Tube Cards 
(Paper or Paint Transfer) 


9 VEHICLE MARKINGS 


ADVERTISING GIVE-AWAYS 


* Items so marked may be produced 
by our special process giving long life 
and ‘satin finish’ to Fluorescent Inks. 


24 HOUR QUOTATION SERVICE 


Our original ideas and designs have contributed 
much to the success of our business. 
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but we sent them a 
calendar last time... 


| cent rise over 


CCORDING to an approxi- 
mate estimate published by 


the Union des Annonceurs, 


| France’s Advertising Association, 


total French Advertising expendi- 
ture during 1955 was in the 
region of 85,000 million francs— 
about £90 million—com 

with the 1954 figure of 73,000 


| million francs. 


As usual, the press was still the 
most widely used medium; news- 
papers and magazines last year 
carried altogether 50,000 million 
francs worth 
of advertis- 
ing—a 20 per 


1954. Next 
came cata- 
logues, prin- 
ted matter 
and promo- 


| tional material generally, followed 
| by posters and displays, radio and 
| screen advertising. 


Despite the fact that the French 
figures are still well below those 


| of Great Britain and Germany, 


there have arisen from certain 
quarters complaints that France 
is already “saturated” with adver 
tising. This view is strongly con- 
tested by Jacques Mendel in a 
recent issue of Le Journal de la 
Publicité, who points out that the 


| charge of saturation can only be 
| applied to a very limited number 


That awful conference—that conference that 
decides what gifts to send this year, what new way 
to put your business on other people’s desks. 

That problem of finding something 
new to send as a business gift .. . 


Not that there’s anything wrong with calendars. 
Or lighters. Or boxes of cigars. All very useful. 
All very enjoyable. But something different! 
Where’s the answer to that one... 


The answer is in Birmingham, 
at Smethwick. The Chance works. 


Chance make glass. Lovely, decorative, distinctive, 
exquisite glass. Cocktail sets, supper sets, 
hors d’oeuvres sets. The ideal gift, the gift of 
taste, in a constantly growing range of patterns. 


Or, if you prefer, there are publicity dishes 
made with your name, your message, as you want it. 


WRITE TO CHANCE. ASK FOR THE FOLDER ‘A GIFT OF GLASS’. 
DON’T BOTHER TO HOLD THAT AWFUL CONFERENCE THIS YEAR . 


W. E. CHANCE & CO. LTD., GLASS WORKS, SMETHWICK 40, BIRMINGHA* 
LONDON OFFICE : 29/30 ST. JAMES’ STREET, LONDON, S.W.! , 


| a handful 


of the higher-circulation news- 
papers and periodicals, which 
admittedly are getting top-heavy 
with advertisements. 


Lack of imagination 


But this, says M. Mendel, 
simply indicates the shortsighted- 
ness and lack of imagination of 
advertisers and their agents. Why 
do they all crowd together and 
try to shout one another down in 
of the big national 


papers? In many cases just as 


| good or even better results could 


be obtained at lower cost by 
selective use of local or 
specialised publications. 

And why do most of the lower- 
circulation papers and magazines, 
many of them excellent advertis- 
ing media, not make a bigger 
effort to attract advertisers, in- 
stead of putting them off with 
disproportionately high rates? 

It is hoped, concludes M. 
Mendel, that the whole question 
of the rational utilisation of the 
French press, and other media, 
too, will be given an airing at the 
coming Advertising Congress, 
and that there will be a profitable 
exchange of views with admen 
from other countries. 

” * 


The outcome of current 
Franco-German discussions on 
the future of the Saar is likely to 
affect the future of Europe No. 
1, the powerful commercial 
radio _ station which began 
operating from the Saar Terri- 
tory last year. This transmitter, 
which puts out sponsored pro- 
grammes in French, has attracted 
a great number of advertisers, 
and its bookings were reported to 
be 600 per cent up over April of 
last year. It is not yet certain 
whether Europe No. 1 will be 
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NEWS FROM 
FRANCE 


By 
Mostyn 


Mowbray 


Are top journals at 
saturation point? 


bought by the French Govern- 
ment, or whether, as has been 
suggested, a Franco-German com- 
pany will be formed to run it. 

* * * 

The appearance recently of 
the new Paris evening newspaper, 
Le Temps de Paris, is causing 
some concern among the smaller 
circulation dailies, who fear a 
falling-off in advertising revenue. 

The subject has received quite a 
lot of comment in the trade press, 
and most are agreed that the new- 
comer does in fact represent a 
potential danger for papers like 
Le Monde, for whom the slightest 
drop in advertising volume can 
have disastrous consequences. Le 
Monde, in fact, works on a very 
small profit margin, and advertis- 
ing carried during 1955 totalled 
only 410 million francs; the 
paper’s net annual profit was in 
the region of 14 million francs, 
for a turnover of a little under 
1,000 million. 

Comparative figures for other 
papers are not available, as Le 
Monde is the only French news- 
paper which makes public its 
annua! balance sheet. 

The first issue of the 40-page 
tabloid Temps de Paris carried 
10 pages of advertising. 

* * - 

Jep & Carré, one of the more 
flourishing of the medium-sized 
French agencies, has announced 
a four-fold increase in business 
over the past five years. This rise 
is due both to the acquisition of 
new clients and to an ever-bigger 
volume of advertising placed by 
the firm's older clients, which 
include a number of pharma- 
ceutical products, textile and 
clothing items, and UAT Airlines. 
Some of the new business is 
accounted for by insurance com- 
panies’ advertising, which until 
quite recently was practically 
non-existent in France. 

* * 

This year sees the 50th anni- 
versary of the formation of the 
Fédération Francaise de la Pub- 
licité, and plans are already 
underway for the Advertising 
Congress which is to be held in 
Paris on June 26 to 29. 

At the same time, an exhibition, 
sponsored by R. L. Dupuy, will 
be staged at the Centre Marcellin 
Berthelot. 
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THE FACTORY BEHIND THE DISPLAY 


ta ACME factory, with its new wing 
and a total floor area of over 60,000 
sq. ft., is Europe’s largest plant producing. 
point of sale material of all types. Acme 
production, backed by a team of SO 
designers, brings a complete service to 
advertisers. Top quality showcards, 
displays and signs at competitive prices 
is the keynote of this service. 


Animated Display for Osram 
One of the many Acme Marionator 
units produced in recent months. The 
units are operated by anAcme Harlequin 
standard 1} volt dry battery motor, or 
by the new Acme Jester motor—the — 


‘ 
‘ 
2 
2 


OF ENFIELD 


ACME SHOWCARD AND SIGN COMPANY LIMITED 


Paragon Works - Green Street « Enfield - Middlesex - Telephone: Howard 1651 
Showrooms: 9 South Molton Street - London W1 - Telephone: Grosvenor 7458 
Crown Buildings - James Watt Street - Birmingham 4 - Tel: Central 2325 
25 Wellington Street - Glasgow C2: Telephone: City 0822 
Resident Representative in Manchester 
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REVIEW OF HOUSE ORGANS 


With the approach of summer vacation 
BRIAN HILTON gives a reminder that— 
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Holiday picture contests compel 
interest—they merit big space 


mo paraphrase Fitzgerald, | 
wonder what editors of 
house organs print that is one 
half as precious as the things 
they throw away ! 

1 recall that round 
Christmas time a number 
of editors printed the results 
of their holiday snapshot 
competitions. I do not know 
why they bother to run them. 
They invite readers to go to the 
trouble and expense of sending 
in their pictures. They put some- 
body—often a busy professional 
photographer—to the pains of 
judging the entries with carnest 
conscientiousness. 

Then they begrudge space in 
the journal to print the pic- 
tures properly. This excellent 
material, rich in reader interest, 
is practically thrown away—in 
favour of what? 
| have yet to find an issue of 

an industrial journal containing 
these cramped winning pictures 
which did not also contain an 
article that could quite well have 
been held over. My goodness, 
even Guinness fell into the trap ! 
A double-page spread is all that 
could be spared in Guinness Time 
carry nine winning photo- 
It is true that the 
editor bled them off so as to give 
them all the space possible, but 
at least half of them were worth 
more generous treatment. 

Why not accompany the photo- 
graphs by comments by the 
judges on subject matter, com- 
position and lighting as a guide 
to entrants in future competi- 
tions ? 

The Jarrold Magazine 
even more misguided. 

Among its six pictures were a 
landscape two inches wide, and 
another two and a half inches 
wide. Yet there was plenty of 
white space wasted. The pictures 
did not even bleed. 

What is the reason for this lack 
of editorial interest? Could it 
be that the competitions have 
been hanging about so long that 
the editors get bored and their 
interest perentiony ? 

* 


about 


was 


* 

MANY BriTIsH industrial editors 
will be familiar with Stet, the 
house magazine for house maga- 
zine editors published by the 


Champion Paper and Fibre Co.., 
of Ohio. In my last article I 
suggested that house magazine 
editors ought to get to grips with 
to-day’s industrial problems. 1 
am interested to see that at the 
same time Stet published a lead 
article on the same subject. 

“We are living and working 
at one of the busiest inter- 
sections in world history,” said 
the article, and later: “As 
editors we can wield a positive 
effect upon those for whom we 
work, those with whom we 
work, and those whom we seek 
to befriend.” 

The article sketches the distinc- 
tion between the function of the 
old “innocuous, harmless give- 
away” and the mature influential 
employee publication of to-day 
raising “an influential voice on 
the industrial platform of per- 
formance.” 

It is gratifying to find support 
for my views in so important a 
quarter, 

*x * * 


A couPLe of years or so ago 
1 counted the number of names 
mentioned in a single issue of 
Newsbasket (W. H. Smith & 
Son). My recollection is that it 
took me almost as long to make 


The editor of “Newsbasket’—the 


Smith & Son 


the count as it did to write the 
whole article. 

It would, | think, take me 
even longer to-day. I do not 
know of any staff magazine that 
packs in so much personal news 
as “Newsbasket,” and intro- 
duces so Many names. 

Perhaps that is why the journal 
has such a lively correspondence 
feature. 

One can be 
must be right, especially for a 
magazine which serves such a 
widely scattered staff as the folk 
working in Smith’s numerous 
shops and wholesale warehouses. 
I do not know the size of that 
staff, but they all stand a pretty 
good chance of getting their 
names in print in the course of a 
couple of years. 


sure the policy 


Lifeblood of circulation 


At a guess, | would say the 
editor once worked on a country, 
or at any rate a provincial, news- 
paper. All provincial journalists 
know that the lifeblood of circu- 
lation is the packing in of as 
many names as possible. In my 
young days we even used to print 

as free editorial—all the in- 
scriptions and names on wreaths 
sent to funerals, and everybody 
mentioned bought a copy of the 


THEIR FIRST 
FIFTY YEARS 


journal of the 


staff of W. H. 


-gave plenty of space to an account of the dinner and 


dance to celebrate the first SO years of the estate department. 


a 


Tr 
QvesTions 


roorsau Cius our of “PV ENT 
BIRR Ane HRPOR CUP - - 


Generous display is given to 
“Twenty Questions” in the 
“Wingfoot Clan” journal. 


paper The lesson | learned 
copying off names from wreaths 
in wet winter cemeteries I have 
never forgotten—though how | 
wished at the time that a paper 
shortage would have made the 
practice impossible! 
ea * * 


| see that the Wingfoot Clan 
(Goodyear Tyre) has revived its 
excellent feature, “Twenty Ques- 
tions.” They do this rather well. 
They put a list of 20 questions 

some serious, one or two 
frivolous but not facetious 
before two reasonably — senior 
people, and print their answers 
side by side. Here are sample 
questions : 

“What was the greatest thrill 
of your life?” 

“If vou could choose some- 
one to argue with for an hour 
or two, just for the fun of it, 
who would you choose ?” 

“If you were not yourself, 
who would you like to be and 
why ?” 

“What would be your first 
reaction if you won £75,000 on 
the treble chance?” 
Serious, but not solemn. 

answers make good reading. 


The 
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HE SEVEN PAGES immediately 
T following display seven Whole 
Page advertisements which have 
recently appeared in the Daily Mail— 
seven more authoritative advocates for 
the pulling power of the Daily Mail 
Whole Page. They cover a wide range 


of subjects—from Girdles and Skirts to 


Insurance and Paint. 
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THE NEXT 
SEVEN 
PAGES 


Readers have a great respect as well 
as a great liking for ‘ their Daily Mail’. 
Directly and indirectly it influences 
wholesalers, retailers and shoppers— 
the whole nation. 

The first step in successful advertising 
campaigns is a Daily Mail Whole Page. 
It costs £3,250. This is the price of 


nation-wide fame in a day. 


Success stories start with 


a page in the Daily Mail 
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DAILY MAIL, Friday, April 20, 1956 
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LEGAL & GENERAL 


ASSURANCE SOCIETY LTD 


BRITAIN’S LEADING OFFICE FOR PENSIONS FOR MORE THAN A 
QUARTER OF A CENTURY 


Advertiser 
Agent: 


EMPLOYERS AND SELF-EMPLOYED PERSONS are invited to 
avail themselves of the Society’s unrivalled experience derived from 
arranging Schemes to provide Pensions for more than Half a 
Million people. 


An expert staff is available throughout the 
United Kingdom for consultation and advice. 


Branch Offices 


CITY—69 King William Street, E.C.4 MINcing Lane 7844 CHESTER—38a Northgate Street Chester 26042 PLYMOUTH—Park House Chambers, Princess § . 
WEST END—54 Pail Mall, S.W.1. WHiltehall 0725 EDINBURGH—23 Charlotte Square, 2 Edinburgh 30265 . Plymouth 60007 
CENTRAL LONDON GLASCOW— 129 St. Vincent Street, C.2 CENtral 5811 PORFSMOUTH—Coronation House, King’s Terrace 


‘ortsmouth 70466 
A - "LDF a = 2 
idwych House, Aldwych, W.C.2. CHAncery 4444 CUILDFORD— 146 High Street Guildtord 2961 READING—1 & 3 Victoria Street a 50221 


| Equitable House, George Street, Croydon, Surrey HALIFAX—Post Office Buildings ation 287% ST. ALBANS—Town Hall Chambers, Market 


CROydon 4164 HULL—Seaton’s Buildings, 90 Paragon Street CENtral 36610 it og ae 55306 
| 21-22 Northways Parade, Finchley Road, IPSWICH—45 Princes Street. Ipswich 2162 SHEFFIELD—Tudor House, 143 Norfolk Street 
LONDON | __ Swiss Cottage, N.W.3. PRimrese 8066 LEEDS—Legal & General Assurance Building, South Parade. | Shettield 27300 & 27309 
146 High Road, liford, Essex. ILFord 3101 Leeds 2:9291 /SBU j ewsbur 
AREA | 7 Fife Chambers, Fife Road LEICESTER —Lioyds Bank Chambers, 17 Granby St ie Gee po ay en 
va Temes, Sarep. Riligsion 0008 *. ee Bet ane SOUTHAMPTON —129 High Street Southampton 20202 
4 Weslwich New Read, 8.£.18  WOOtetch 1281 LIVERPOOL—11 Tithebarn Street, 2 CENtral 6886 POUT aCe Sani, ete ae. as 
ABERDEEN — 10 Golden Square Aberdeen 24249 LUTON— Jameson House, Upper George Street Luton 3626 STOKE-ON-TRENT —33 Tontine Street, Hanley. 
BELFAST—19 Linen Hall Street. Belfast 29306 MAIDSTONE— 14 Mill Street Maidstone 51061 Stoke-on-Trent 29319 
BIRMINGHAM—7 Waterloo Street 2 MIDiand 2878 MANCHESTER —3-5 St. James's Square, 2  DEAnsgate 8085 SWANSEA—56 Wind Street Swansea 3865 
BOURNEMOUTH 29 Richmond Hil! Bournemouth 6281 NEWBURY —&3 Northbrook Street. Newbury 37 TAUNTON—34 North Street Taunton 4828 
BRIGHTON—32 West Street, 1 Brighton 27171 NEWCASTLE UPON TYNE—2, Eldon Square. | =e TORQUAY —39-40 Fleet Street Torquay 22803 
BRISTOL—53 Broad Street, 1 Bristol 24008 : eee oe oe TRURO— 22 Lemon Street Trure 3886 
CAMBRIDGE—7 All Saints’ Passage. Combridge 3361 cneeaae tenons mney South i ciel Ce ie eae a 24482 
CARDIFF —22 Windsor Place. Cardiff 21671 ; 


1 Nottingham 44555 WORTHING—Martins Bank Chambers, 26 Chapel Road. 
CHELTENHAM—8) Promenade. Cheltenham 3678 & 4167 OXFORD— 2, King Edward Street Oxford 4586 Worthing 8278 


LEGAL & GENERAL ASSURANCE SOCIETY LTD. 


Chief Administration 
188 FLEET STREET, LONDON, E.C.4 
near Temple Bar 
CHAncery 4444 
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Advertiser : GOR-RAY LIMITED 


W SPRUNG KANGE 


stAmuoA Paniserre 


wath es ubrer sede bn 
pleais etd arved tus 
pRkr 63 appro 


> 
J— 


r i 
/ Pleats with a 


ritched edge pleat 
all the rime | Gay colours, beaunful woollens, worsteds and tweeds sutched at the edges for permanent crispness 


lus- TAKE YOUR PICK! Skirts dancing with pleats o feel nght. Look closely at a Gor-ray and you'll notice 
p karts as slim as a blade What better partner for a | the careful tailoring. Good deep hems neatly secured 


blouse or jumper ? What an array of top fashion styles by a tape—not just turned over and tacked Pleats 


- ty have ‘ 

Gor-RAY pieatee fur of Clever 

p and sharp as a RmIS 

tay crup @ pleats con be! | Spectacular skirts with the Gor-ray touch! witing that gives you a slim hip-lne. Choose to be 
‘as ony a . 

Pleats @s permanen Step mto a Gor-ray and suddenly you look and | really smart this vear—choose a Gor-ray! 


4 


GOR-RAY LIMITED - 72 NEW BOND STREET - LONDON . W.1. 
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‘all good fashion 


will start with Playtex” 


SAY TOP LONDON AND PARIS FASHION DESIGNERS 


¢, H. BENSON LTP: 


dvertiser - 


A ent: 


In America the Ploytex Living Girdle is worn by more women then any other foundetion, et any 
price. Do you wonder? Ploytex gives you 100°. figure control with complete freedom of action. 


“Pooley. LIVING GIRDLE 


Slims and trims you for your new spring outfit as no other girdle can 


“Wear a Playtex Living Girdle under 
your new spring clothes” say the fashion 
experts. “It's fabulous the difference it 
makes.” 

You will almost certainly find yourself 
buying a spring suit inches smaller! A 


Mardy Amies says “How much Vietor Stiebe! now suggests, ~ If 
easier a dressmaker's life would be, you wear the clothes I design over a 
if only every customer wore 8 Playtex Living Girdle you will have 
the perfect figure for them.” 


Playtex Living Girdle.” 


Playtex Living Girdle slims and trims you 
from waist to hip to thigh. It is invisible 
under the closest fitting clothes. It has no 
bones. No seams. No stitches. Just like a 
second skin it lives and breathes with you. 

The Playtex Living Girdle is made of a 


miracle blend of absorbent downy - soft 
cotton and figure-moulding latex. It washes 
in seconds, dries in a flash and comes up 
daisy - fresh time after time. Before you 
choose your new spring outfit, get yourself 
a Playtex Living Girdle. 


Digby Morton feels strongly too. 
“ Good clothes should be fitted over 
2 firm, smooth figure. That is why I 
like my customers to wear Playtex.” 


PLAYTEX, 127 STRATTON STREET, LONDON, W.! AND PLAYTEX PARK, PORT GLASGOW 
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| eerie 


Aromatics are to your car what seven-league boots were to the Giant 


Aromatics are the things in a motor spirit that have extra built-in miles to the gallon 


Aromatics are what National Benzole Mixture has twice as much of 
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DAILY MAIL. Thursday Apri 19 1956 


BUDGET—1956 


PENSIONS 
FOR THE SELF-EMPLOYED 


The Chancellor of the Exchequer in presenting his Budget to the 
House of Commons on Tuesday said: 


1 propose to give effect, though in a simplified and modified way, to the 
recommendations of the second Millard Tucker Committee on relief to the self- 
employed in respect of provision for retirement. This will grant relief from income 
tax and surtax, within certain limits, in respect of premiums paid to provide a 
deferred annuity on retirement. 

The relief will apply to professional men in practice, to individuals and partners in 
businesses which are not companies, to controlling directors of companies and finally, to 
employees who are not entitled to any benefit under schemes set up by their employers. 


The potential beneficiaries will be mumerous. They range from the city accountant 
to the village grocer. 


Ti 
yDpEN s 
HWE eens THOMP 


THE PRUDENTIAL'S 
WIDE EXPERIENCE OF PENSION BUSINESS 
IS AT YOUR SERVICE 


CONSULT THE MAN FROM THE ji 
PRUDENTIAL 


THE PRUDENTIAL ASSURANCE COMPANY LIMITED, 142. HOLBORN BARS, LONDON, €C1 
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Every advertising man’s guide 


to the use of statistics 


[(HROUGHOUT the ages the 

sharp clash of interests 
between buyer and seller, user 
and producer, master and ser- 
vant, has been proverbial. The 
advertising business is no 
exception to the general opera- 
tion of the rule, and the mental 
metamorphosis that takes place 
when an executive “hops over 
the fence” is too well known 
to need comment. 

There is, however, one sphere 
in which both users and pro- 
ducers of advertising find com- 
mon ground. They are equally 
concerned with the egregious 
Statistic, 


Mystifying the public 

Advertising managers will go 
into huddles with agency men 
and out of their deliberations will 
arise graphs, diagrams, histo- 
grams and other statistical what- 
nots for the mystification of the 
public at large. 

Yet the real joke is this: the 
same talented group from both 
client and agency will nod sage 
heads over the latest graphs, dia- 
grams, histograms and_ other 
statistical what-nots that issue 
from the market researchers of 
the agency itself, or from the 
advertisement departments of the 
more enterprising media. They 
will receive such pronouncements 
with almost the same uncritical 
tolerance that the public exercise 
rowards the advertiser's own 
statistical juggling. 

But they will not continue in 
such complaisant mood if they 
read a book by Darrel Huff, 
which has reached its fourth 
edition in just over the year. This 
is How to Lie with Statistics, and 
s published by V. Gollancz at 
10s. 6d. 

Many books that set out to 
deliver the guileless from the maw 
of the predator do so with an 
oppressive solemnity. In_ this 
case the job has been done with 
a delightful combination of irony 
and jollity. 

he title of the first chapter of 
the book is “The sample with the 


built-in bias” 
outset, the 


and here, at the 
vexed question of 
sampling is examined. Every 
market researcher agrees that 
bigger and better samples are de- 
sirable; unfortunately, nobody 
can afford them. This is where 
the inevitable bias comes in and 
this is what Mr. Huff has to say: 

“The obvious thing is to start 
with a list of everybody and 
go after names chosen from it 
at random ; but that is too ex- 
pensive. So you go into the 
streets—and bias your sample 
against stay-at-homes. You 
go from door to door by day 

and miss most of the em- 
ployed people. You switch to 
evening interviews—and neglect 
the movie-goers and night- 
clubbers.” 

The next chapter deals with the 
ticklish problem of averages. 
Every research man knows the 
difference between means, 
medians and modes, but it is very 
doubtful if these terms mean any- 
thing round the client’s board- 
room table. 


Varying the picture 


This book shows that human 
characteristics, such as height, 
yield a pleasingly regular distri- 
bution curve in which the three 
above varieties of average come 
conveniently close together. Yet 
in other types of statistics, income 
levels for instance, very different 
pictures may be presented accord- 
ing to which of the three is used 
And it is human nature to choose 
the one that looks best on a chart. 

The promising title of chapter 
three is “The little figures that are 
not there.” Graphs with no feet 
and innocent of co-ordinates 
come in here—pretty pictures 
which mean just nothing at all, 
but which tower impressively in 
many an advertisement. 

_ Diagrammatic statistics come 
in for castigation. The bar-chart 
from which these forms derive is 
lily-like in the purity of the story 
it tells, but turn it into a row of 
money-bags, blast-furnaces or any 
other representation in two di- 
mensions and you move direct 


By 


into cloud cuckoo land, for a 
figure twice as high appears four 
times the size by this method. 
Mr. Huff satirises this misapplica- 
tion of statistics by a “crescive™ 
cow and a diminishing rhino- 
ceros. 


In the next chapter, “The semi- 
attached figure,” the author 
shows how far statistical chican- 
ery can go by offering to prove 
that it is more dangerous to drive 
in clear weather than in fog. Is 
it not true that more accidents 
do occur in fine than in foggy 
weather? Q.E.D. This easy 
conclusion overlooks the further 
fact that there is very much more 
clear weather than there is foggy. 
Yet equally loose reasoning may 
be found behind many an adver- 
tising claim. 


Use of correlation 


Towards the end of his book, 
and under the curious title of 
“Post hoc rides again,” Mr. Huff 
moves into the deeper waters of 
the correlation: 


“Perhaps the _ trickiest of 
them all is the very common 
instance in which neither of the 
variables has an effect at all 
on the other, yet there is a real 
correlation.” 


A good deal of dirty work is 
done with that one 


Chapter nine 
horror word, for it Is 
“How to statisticulate.” Appro- 
priately it leads on from the 
gentle art of diagrammatic map- 
faking to the darker deeds done 
with “percentiles’—lovely word 
with which to quell a doubting 
client. 


introduces a 


headed : 


For even shadier work the 
author recommends the geometric 
average, which has the consider- 
able advantage that few people 
have the slightest idea how it ts 
calculated. 

The final chapter, however, 
comes gallantly to the advertiser's 
aid and indeed to the aid of all 
men outside the market research 
department. It is headed “How 
to talk back to a statisti. 


HERBERT DENNETT 


Here are some of the awkward 
questions that Mr. Huff provides 
for the discomfiture of the 
more perky types of statistics that 
are so regularly thrust upon us: 
Who says so? How does he 
know? What's missing? Does it 
make sense? Did somebody 
change the subject? And almost 
on the last page of the book is a 
warning against the common 
device of extrapolation, which 
sends many a graph happily 
soaring for the ceiling. 


Excellent illustration 


This is a diverting book in its 
own right, but its entertainment 
value is enhanced by the clever 
drawings of Irving Geis. One of 
the best is that of the market 
researcher dressed rather like a 
male impersonation of Mrs. 
Mopp, sweeping a few undesirable 
figures under the corner of the 
carpet. 

Altogether a book that con- 
sumers of statistics should read. 
laugh at—and then treat ver) 
seriously. 


Making the money 


Get Rich In Spite of 
Louis M. Grafe, published by 
Work (1913), Ltd., price 6s 


Yourself, by 
World's 


THE AUTHOR of this book, we 
are told, made one fortune, lost 
it, and then went on to earn 
another. He believes that he has 
found the way to get rich and he 
wants to tell everybody about it. 
There are seven rules to be ob- 
served and if they are followed 
faithfully, the theory is that one 
will get rich in spite of oneself. 

And the seven rules? 

Well there is one that might 
especially appeal to the advertis- 
ing man anxious to get ahead and 
sell the product: “Cultivate a 
love of people until your greatest 
desire is to make them happy. 
When this desire becomes an en- 
during passion for serving them, 
you will be DRIVEN to do 
everything necessary to success.” 

Those are Mr. Grafe’s italics 
and capitals. 
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THIS WAS A CARLTON PHOTOGRAPH 
WINNER 


Restrictive Practices 


in Fish... Nonsense ! 


NATIONAL PRESS ADVERTISEMENT 


AGENCY: Dolan, Davis, Whitcombe & Stewart, Ltd. 


ART DIRECTION: Sydney Whitcombe 
and Kenneth Martin 


ADVERTISER: The British Trawler Federation 


BRITISH TRAWLERS A 
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Creative men at the AA 
Conference’ will 


methods 


discuss 

of “sharpening 

the edge of creative ad- 

What 

tools has the printer piaced 
in their hands...? 


vertising.”’ new 


N? section of the printing 
and graphic arts industry 
has witnessed a greater tech- 
nical advance in the field of 
new production techniques dur- 
ing the past few years than 
that of process engraving. 

In fact, it is generally acknow- 
ledged that there has been a 
minor revolution in the produc- 
tion of half tone and line blocks. 
The old methods of block making 
for newspapers, magazines and 
books have, in numerous cases, 
been replaced by the ultra- 
modern, high-speed electronic 
engraving machine. 

Since the introduction of the 
electronic engraving machines, it 
has been found they have been 
accepted on a much vaster scale 
in the United States and on the 
continent than in Britain. While 
there may be a number of con- 
siderations, technical and other- 
wise, responsible for this fact, it 
is becoming apparent that the 
acceptance and use of electronic 
engravers in this country must be 
based on a long-term view. 

Abroad, the machines have 
been installed in printing works 
in many countries, and it is 
surely of high interest to note 
that the engraving machines 
are producing photographic 
reproductions for newspapers 
which previously had not been 
able to use them. 

What is the basic technique of 
these compact and revolutionary 
engraving machines which have 
done so much in the process en- 
graving field in so short a time? 


Scanning system 


Briefly, they get their “elec- 
tronic engraving” description 
through their “scanning” method. 
This scanning of original copy 
(that is, all kinds of photographs 
and illustrations) is carried out 
by an electro-optical process with 
the picture placed on to a printing 
plate by means of an electro- 
magnetically driven torsion 
motor. 

Five electronic engravers have 
been designed and produced in 
recent years. From the US came 
the Scan-a-Graver and the Scan- 
a-Sizer. From West Germany 
came the Klischograph while the 
Swiss sent us the Elgrama. The 
Luxograph was introduced by 
France, and latterly a further 
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AN EXTENSION OF THE WEEKLY NEWS SURVEY 


ADVERTISER’S WEEKLY 


Arts 


In the field of process engraving a Special 


Correspondent points out that 


New machines are causing 


a minor revolution 


new block-making process has 
appeared on the printing market 
—the Koch process. 


Method of operation 


The main purpose of an 
electronic engraver is to scan 
an area of the original copy 
and then to engrave into the 
printing plate a dot propor- 
tional in area to the original 
copy density. As there are a 
huge number of dots to a 
square inch, the dots must be 
engraved at a high rate per 
unit time. On present engravy- 
ing machines the frequency of 
dot formation varies from 200 
to 650 every second. 


Let us take a quick look at the 
individual machines. 


First, the Scan-a-Sizer and 
Scan-a-Graver which are manu- 
factured by the Fairchild Cor- 
poration in America. The Scan- 
a-Sizer employs a new design in 
the concept of scanning and is a 
machine which can enlarge or 
reduce. Copy is placed on a flat 
drawer-like projection and is 
scanned by an optical system 
housed in the head near the top 
of the left hand end of the 
machine. The copy table is built 
to accommodate originals up to 
18 inches by 224 inches which 
may be mounted on material up 
to half an inch thick. The scan- 
ning is done from side to side as 
the copy table recedes into the 
machine. 


The machine is similar to the 
Fairchild Scan-a-Graver in that 
the light reflection from the high- 
light and shadow portions of the 
original copy is translated by a 
photo-electric cell and a subse- 
quent amplification system into 


electrical energy so that a vibrat- 
ing motor can activate the stylus 
in cutting craters in the plastic 
plate. 


Controls for enlarging and re- 
ducing are located on a front 
panel. Adjustments provide for 
continuous enlargement up to 44 
times or for continuous reduction 
downwards by 44 times. The 
Scan-a-Sizer has interchangeable 
cylinders; one is the standard 
eight inch by 10 inch cylinder, the 
maximum size of standard Scan- 
a-Graver engravings. On _ the 
other cylinder, an engraving of a 
maximum of 13! inches by 16} 
inches may be produced. 


Scan-a-Gravers have an adjust- 
ment so that the proper highlight 
dot size and shadow dot size is 
obtained. In the Scan-a-Sizer 
there is an operator control which 
permits a variation in response to 
tonal changes in the highlight 
range of original photographs. 


The Scan-a-Graver and Scan-a- 
Sizer machines automatically pro- 
duce half tone engravings on 
plastic plates directly from copy. 
There are no intermediate steps 
involving the use of photographs 
or chemicals. The Scan-a-Graver 
is available in four screen sizes 

65, 85, 100 and 120. 


The Klischograph, invented by 
Dr. Rudolf Hell. and the Swiss- 
built Elgrama engrave on both 
metal and plastic. The Elgrama 
engraves a non-conventional line 
screen of what is described as the 
“hill and dale” type. A second 
version of the Klischograph has 
been produced and is capable of 
reproducing engraved line plates 
in which the copy is entirely 
black or white, such as type, with- 


out intermediate tones of 
grey. 

The Elgrama is said to be the 
first universal and most versa- 
tile engraver of the electronic 
type and is suitable for repro- 
ducing half tone, line and 
colour blocks for newspapers, 
periodicals, catalogues, folders 
and other printed matter. 
Engraving is done by electronic 

scanning of the picture to be 
reproduced which is mounted on 
a cylinder. Light impulses con- 
trol the engraving head and 
needle, thereby ensuring the 
simultaneous engraving of the 
plate material mounted on a 
second cylinder of uniform size. 
An engraving depth of up to .032 
of an inch can be obtained on 
line blocks with the Elgrama. 
Zinc and copper can be used for 
engraving half tone and colour 
process blocks. 


any 


Similar performance 


The Luxograph, manufactured 
in France, has been combined in 
that country with a Scan-a- 
Graver. Generally speaking, the 
Luxograph is basically the same 
in operation and performance as 
the Fairchild Scan-a-Graver. 

Lastly, the most recent advance 
in the process engraving field has 
been that placed on the market 
by Koch Processes Ltd., of 14 
Greek Street, London, W.1. The 
advance covers two _highly- 
developed processes—the “Collo- 
plas” and the “Collobloc,” both 
of which are now making their 
mark in modern engraving. 

Such, then, are the machines 
and processes which have done 
so much to alter the long-used 
methods in process engraving. 
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LETTERPRESS AND LITHO 
INKS 


THE BRIGHTEST COLOURS 
IN THE WORLD 


available from 


DANE & CO LTD 


EST. 1853 
SUGAR HOUSE LANE - LONDON E15 Tel: MARyland 2213 
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OST 
detailed specifications for 

the typography of print jobs, 
but from there onwards the job 


typographers give 


is taken over by the print 
buyer who, having specified the 
size, weight, colour and texture 
of the paper and the colour of 
the ink, puts the job out for 
estimate. Once having passed it 
over to the fortunate printer, 
he does not presume to tell him 
how the work should be done. 
After all, a printer should be 
expected to know how to print, 
even if some of his ideas on 
layout and design are a trifle 
corny. 


But let us stop to think for a 
moment. Does the printer always 
know just how to produce the 
exact sort of job you have visua- 
lised? Will the type really sparkle 
on the costly paper you have 
chosen? Are the four-colour 
half tones going to do real justice 
to the merchandise? How can we 
be sure that the printer is not 
going to let us down? 


Factor of time 


It is true that if he makes a 
mess of the job he may do it 
again at his own expense, but he 
can never give you back the time 
you have lost—time which may 
have meant money, time when a 
competitor may have slipped in 
and made sales at your expense. 


Looking through some back 
numbers of a printers’ magazine, 
I was rather surprised to read in 
the section devoted to press work, 
certain queries raised by printers 


which seemed to indicate an 
alarming state of affairs. 
For instance, one printer 


writes: “We would like you to 
give the reason why the ink did 
not dry on this paper,” while 
another says “For a considerable 
time we have been having trouble 
in our press room. Work just does 
not have that clean look we used 
to get. Our press room foreman 
says ‘green ink just will not print,’ 
and he cannot do any better.” 
A third printer writes, “Lately I 
have had trouble getting a sharp, 
clean impression on our press. 
Enclosed are two specimens 
which have a watery, washed-out 
look.” A fourth printer “has con- 
siderable trouble printing pastel 
colours. The ink loses its bril- 
liance when run on the press.” 


Anticipate the problems 


Of course, you can always find 
the remedies for these defects, 
after the job has been done. But 
if you wish to insure against 
trouble, you must anticipate the 
pitfalls the printer is going to 
encounter and give him warning 
in advance. 


but there are other things that 
your own common sense 
should tell you are bound to 
happen, especially when you 
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Does the printer always know how 


to produce the exact job you 


have in mind? An expert gives advice on 


What the ad man should 


know about the new inks 


have received a low estimate. 

What sort of troubles can you 
expect from ink? 

There are several. The printer 
can use the wrong kind of ink for 
the paper. He can also use too 
much ink, and he can neglect to 
put driers with the ink when these 
are essential. 

Printer’s ink dries in three 
ways: 

@ By absorption, 

@ By evaporation, 

®@ By oxidisation. 


If you are using a soft sized 
paper, such as an antique wove, 
you will get little trouble with 
drying—the paper will absorb the 
ink. But if you use the same 
kind of ink on a hard sized paper, 
such as a bond or a loan—the ink 
may never dry, for you need a 
special ink that dries by oxidisa- 
tion. You need a different ink 
for machine coated art papers 
than you would use for an ordin- 
ary art paper possessing a clay 
surface. 


Differing drying processes 


There are some new inks which 
dry both by absorption and oxidi- 
sation, containing one varnish 
that sinks into the paper and 
another that dries on the surface. 
They are suitable for formes that 
contain a mixture of half tones, 
line blocks and type, and will not 
dry on the machine overnight. 
They are recommended for maga- 
zine work where imitation art 
and supercalendered papers are 
used. 

Remember that printers usually 
have a lot of old ink in half used 
cans, and they have been known 
to mix two or three lots together, 
regardless of its suitability. 

It is always worth while to 
specify an ink by a well-known 
maker. If you are not sure which 
kind to specify, write to the ink 
maker, enclosing a specimen of 
the paper you propose to use. 
He will always give expert advice. 

One ink maker issues a very 
useful little guide to printing ink 
specification which is well worthy 
of study. It deals with letterpress 
inks for all kinds of papers. 


Does your printing have that 
watery, washed-out look? Does 
the type have a ring of ink on 
the outside edge? That is be- 
cause too much ink is being used. 
For clean printing impressions, 
ink must be firm but not in excess. 
The rollers should not be too 
hard. 


Does the ink smudge when you 
rub it with your finger? That is 
because it has been printed on 
non-absorbent paper and driers 
have been omitted. 


Problem for printers 


Printers do not like using 
driers. The ink dries very 
quickly—not only on the paper, 
but also on the machine. This 
means frequent wash-ups during 
the run, because once the ink 
dries the rollers are ruined, for 
although you can scrape the 
dried ink off the inking disc, you 
cannot scrape it off the rollers. 
Yet you must use driers on a 
japan vellum or a_ vegetable 
parchment. 


To get full brilliance in print- 
ing pastel colours, the paper 
must shine through the ink, and 
that means that only the mini- 
mum quantity should be used. 
Zinc plates may also affect the 
brilliance of pastel colours. 


Pride in work 


Most machine minders take 
pride in their half tone work. 
They display real skill and 
artistry in underlaying and over- 
laying, cutting out the thin pieces 
of tissue to the most intricate 
shapes, to bring up the heavy 
tones and heighten the effect of 
the highlights. But when it 
comes to printing type they seem 
to lose interest. True, the shapes 
of the letters are there, but all 
the fine details of the type are 
lost. 


The kind of impressions you 
get from type depends largely on 
the packing. Many _ printers 
prefer to use soft packing be- 
cause this means less make- 
ready. The type sinks into the 
impression sheet and finds its 
own level. 


By VINCENT STEER 


But to get sharp, clear print 
you need good, stiff ink and 
hard packing. Of course, any 
low letters will either have to 
be thrown out or brought up 
with tissue, thereby adding to 
the make-ready time. But you 
must insist on hard packing 
behind the tympan if you want 
sharp, clear on hard 
papers. 

_ You must not mind a little 
impression on the back of the 
paper if you want crisp, dense 
black print. Heavy type wants 
more ink than light type, and the 
only way to get this is to under- 
lay the heavy type so that it gets 
heavier rolling. 


Specify the side 


_ When a job is printed on one 
side only on an antique paper it 
is worth while to specify that it 
should be printed on the right 
side of the paper. Otherwise a 
careless pressman may print half 
the quantity on the wrong side, 
which has the pitted surface 
given by the dandy roll when it 
was made. The impressions on 
this side will not be so dense as 
those on the right side. That is 
only a small point, but it can 
happen to you. Bonds and banks 
also have a wrong side and a 


right. 


Many of these points are best 
put over in an interview with the 
printer’s representative. Or, 
better still, make a point of visit- 
ing the works and talking over 
the problems with the works 
manager. 


Examine the plant 


Do not place an order with a 
printer until you have seen his 
plant. A good, efficient plant tells 
its own story. At once you gain 
confidence that your job is in 
good hands. If you have never 
seen your printer's plant, how do 
you know that his platens are 
heavy enough to print those solid 
a oe nag = a he 

as facilities for the rapid drying 
of heavily inked waa? 


@ Continued on page 44 
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This may solve your problem! = [nks that ‘live’ provide 


COLOURS AT A GLANCE 


in our new chart. 


extra punch for posters 


Most printer's proofs give 
only a very rough indication of 
what the finished job will look 
like. You are expected to have 


' confidence in the printer to give 


Consult: 


BRITISH PRINTING INK CO. LTD. 


on your ink and colour queries. 


Catalogue sent on request from: 


BRITISH PRINTING INK CO. LTD. 


26-29 Poppins Court, Fleet Street, E.C.4. 


Tel.: FLEet Street 1156/7 


SHAGKELL, 
EDWARDS 


& CO. LTD. 


| since 1786 
for fine po i 
&3 (Vosveitalean 


10 NORFOLK STREET, STRAND 
LONDON, W.C.2 Temple Bar 0163-4 


you a first-class job. But if you 
are wise, you will make a point 
of seeing the job on the machine, 
just before they are about to start 
the run, even if it means a journey 
into the country to do so. Only 
this way can you make sure that 
everything is perfect—type, illus- 
trations, make-ready, density or 
transparency of colour—all the 
details that go to make a perfect 
job. 

Moreover, because a_ printer 
did a good job last year, you can- 
not be certain that he will give 
you equally good results this 
year, There may have _ been 
changes in staff or a reliable 
craftsman may be on the sick 
list. 

Above all, do not expect 
good work unless you allow 
sufficient time for it to be done. 
You cannot expect a printer to 
work miracles overnight. 


When using colour, employ the 
standard colours of the  ink- 
maker. That way you will save 
ink costs. It is far easier for an 
artist to match his colours to the 
inkmaker’s specimens than for 
the ink-maker to match the artist's 
colours. Special colours often 
cost twice as much as those in the 
standard range. 


No worth-while printer will ob- 
ject to you taking a little more 
than ordinary interest in the job 
he is doing for you. Any im- 
provements you can effect by 
your insistence upon attention to 


The Scan-a-Sizer machine, 


detail will add to his reputation 
and the fine booklet or folder he 
prints for you may be the lever 
that gets him another profitable 
job. 

During the last four years in- 
creasing use has been made of 
the new fluorescent coloured inks 
and papers, which appear to be 
“alive” and huiminiscent. 

The arresting nature of these 
colours is due to the presence of 
barium of sulphide and other 
metals with similar properties 
which, combined with the 
brighter pigments, reflect more 
light than ordinary colours when 
exposed to the ultra-violet rays 
in normal daylight or when 
illuminated by artificial light 
which contains these same 
rays. 


Greater light intensity 


These Day-Glo colours, which 
are manufactured under licence 
from Switzer Bros., of Ohio, re- 
emit twice as much light as that 
reflected by ordinary colours, 
the ratio being 120 per cent to 
60 per cent. 

The range of colours available 
is at present limited, consisting 
of violet, blue, green, yellow and 
red, all of which contain natural 
minerals which are fluorescent 
when activated by short-wave 
length radiation. 

These inks are particularly 
suitable for poster work, where 
large areas of colour are pos- 
sible. For smaller announce- 
ments, there are also surfaced 
papers, printing in a dense, glossy 
black ink which gives the maxi- 
mum effect in contrast. 


which can automatically produce half- 


tone engravings on plastic plates direct from copy. 
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BUTTER 
is better 


— take it from me 


Guinness 
Goodness 


ARTIST 


JOHN BARKER 
DONALD BRUN 
REG MOUNT 
CHARLES OATES 
RAY TOOBY 
NORMAN WEAVER 


hames 


plus 60 other 
internationally recognised 
artists, designers and 
photographers are 
exclusively represented by 
the Artists Partners 
Organisation. 


PARTNERS LIMITED 


44a DOVER STREET W.1. 
HYDE PARK 9941 (TEN LINES) 


Top left to right 

Ray Tooby commissioned by 
SAWARD BAKER & CO. LTD. 
Norman Weaver commissioned by 
H. J. HEINZ & CO. LTD. 

Bottom left to right 

ohn Barker commissioned by 
BRITISH RAILWAYS (NORTHERN REGION) 
Charles Oates commissioned by 

S. H. BENSON LTD. 

Donald Brun commissioned by 
W.H. SMITH & SON LTD. 


Reg Mount commissioned by 
EALING STUDIOS LTD. 
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sO frequently 


see on 
outstanding 
colour print. 


W-R- ROYLE & SON LTD. 


one of the better printers 
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THE GRAPHIC ARTS 


Advances in the production of paper 
are bringing new display opportunities 


to advertisers 


Paper industry research 
is widening the range 


bbe ~ future well-being of the 
British paper and printing 
industries depends largely 
upon the attention each focuses 
on the other's activities in 
technical research and develop- 
ment and it is to be expected 
that in two such highly 
specialised trades whose 
interests are so interwoven a 
certain amount of friction 
should sometimes arise. 

They are a hone to each othey’s 
knife and on the printing side, 
with increasing machine speeds 
and new processes, and on the 
paper side, with the many new 
classes of papers coming from the 
mills, it is a happy thing to be 
able to report that executives and 
staff in both industries are show- 
ing a greater awareness of the fact 
that the problems which face 
them all can better be solved if 


| they are tackled collectively. 


Born and made 


Paper making has come more 
into the public eye in recent years, 
due mainly to the efforts of 
economists and market research 
workers. Before the war this 
most basic of industries was left 
very much to its own devices and 
a number of mills worked quite 
near to the bone. Fortunately, 
paper makers seem to be born as 
much as made and research into 
the improving of their product 
has always been accepted as the 


| Most important branch of their 
| job—whatever the conditions of 


| new and 


the trade might be at the time. 

In the interwar years tech- 
nologists conducted research into 
improved types of 
papers for printing and packaging 
and many of these qualities are 
now accepted as among the best 
produced anywhere in the world. 
The prosperity of the industry to- 


By JOHN R. ELLIOTT 
of the Paper Market 


day is due largely to the efforts 
of these men. 

Papers of outstanding popu- 
larity in recent years have been 
the machine-coated varieties made 
by some half a dozen British 
mills. These have entered a field 
which hitherto was almost exclu- 
sive to imitation arts and are now 
even being adopted for higher 
class trade journal work in addi- 
tion to the mass produced weekly. 

In the publishing world, not all 
demands have been for higher 
quality papers. Increased paper 
and print costs (not to mention 
postal charges), which have 
caused continual revision of 
budgets, have resulted in pub- 
lishers specifying either a lower 
grade paper or, if not, a lighter 
substance than hitherto used. 

Improved types of loading 
agents in the titanium oxide 
range, together with optical 
bleaching agents, have vastly 
improved the whiteness and 
brightness of these lighter sub- 
stance papers and has de- 
creased the extent of “show 
through.” 

Higher grade used 

A significant move was made 
only a few months ago by The 
Times, who went over from news- 
print to a higher grade paper, 
much to the chagrin of one or 
two other dailies. By taking that 
step the newspaper has not only 
freed itself from newsprint con- 
trol so far as restrictions on size 
are concerned but also improved 
its appearance. 

The recent dispute by sections 
of the printing industry in 
London gave a shot in the arm 
to multilith printing undertaken 
by business houses outside the 
industry. Paradoxically enough 
the impetus came from commer- 


@ Continued on page 48 


When it calls for OFFSET— 
telephone SWAINS 
BARNET 2201 (3 lines) 


John Swain & Son Limited 
COLOUR PRINTERS 
164 High Street - 


Barnet - Herts 
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course 

my 
attention 
is 
attracted, 
that's 

the purpose 
of 

a good 


Poster 


iu _ ‘ 


AND ALL THE BETTER POSTERS ARE PRINTED ON Y 0 R K S M [ L L 


M-G POSTER PAPER 


THEY WILL LOOK WHITER printed on the new BLUE-WHITE SHADE 


from Soap Powders 
to Shoe Polish 
here's new 

poster liveliness 


CONSULT YOUR ADVERTISING AGENT OR YOUR PRINTER, OR WRITE DIRECT 


STUART HOUSE, 1 TUDOR STREET, LONDON E.C.4. FLEet Street 9833 
STAR PAPER SALES LTD KENT HOUSE, 21 SPRING GARDENS, MANCHESTER 2. BLAckfriars 6421 
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Advances in 
paper —continued 


cial printers. As a result the 
demand for esparto and “wood- 
free” papers of the required non- 
skid surface and degree of flat- 
ness for multilith work is likely 
to grow considerably. 

On the book production side, 
great strides have been made in 
developing bindings which have 
cut some way into a traditional 
textile stronghold. Although it 
may not be generally realised, 
many of the well-made stiff- 
backed books and volumes fea- 
tured even in the best book 
shops are to-day paper covered. 

These papers, made from long 
fibre pulps, possess great strength, 
are beater dyed and resin treated, 
and have a high fastness to water. 
Usually there is an embossed or 
linen finish which makes them 
difficult to pick out from the 
authentic book-cloth covering. 

Another development to be 
watched is the possible advent in 
this country of cast-coated papers. 
Consumption of these papers in 
the United States is said to be 
about 40,000 tons a year—and 
growing all the time. Quantities 
are now being imported into 
Great Britain in bulk, and, it is 
rumoured, may be made in this 
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country before very long. Cast- 
coated papers are an excellent 
medium for high-class work such 
as called for in cosmetic packag- 
ing and as “headers” for film 
bags. Printing on this stock is 
said to present difficulties unless 
inks specially prepared for the 
paper are used. 

A large British paper-making 
concern recently took up the 
manufacture of NCR (no carbon 
required) paper, and it is evident 
that there is a very bright future 
for it in office use. Briefly, NCR 
paper is a chemically sensitised 
sheet, and as suggested no carbon 
paper is required for taking one 
or more copies. 


Widespread practice 


Overprinting of white coated 
papers and boards to obtain a 
solid or tint shade is now a usual 
practice among printers and 
paper and board converters. 

Firms producing such items as 
printed tags, labels, advertising 
material, etc., necessarily need to 
use an extremely wide range of 
background shades and many 
users of coated papers have 
found it impractical to hold 
stocks of all the colours they re- 
quire. 

The printer has been obtaining 
background shades himself on 
white coated papers by a simple 
Staining technique or by aniline 
using a special stock of requisite 


colours or inks kept solely for 


Intertype 
Fotosetter 


An operative at the 
keyboard of aan 
Intertype Foto- 
setter. Built on 
orthodox lines, it 
resembles the hot- 
metal line casting 
machine. Instead 
of the metal pot, 
however, there is 
a camera. Pres- 
sure on the keys 
releases little 
devices called 
“Fotomats’ 
through which a 
light beam is shot 
and = a_siopicture 
taken. 


that purpose. 

Over the years there have been 
many advocates for the standar- 
disation of papers and boards to 
reduce the multiplicity of sizes, 
substances, shades and qualities 
which the average paper mill in 
this country is called upon to 
produce. Whether there will be 
any real measure of standardisa- 
tion of sizes in the next decade 
or two is still open to question 


but “grams per square metre” 
could very well be adopted in the 
not too distant future. Printings 
and writings are the qualities of 
paper most concerned in this 
respect. The British Standards 
Institution has been very active 
in trying to bring about the stan- 
dardisation of paper and board 
sizes and there is a prospect of 
concrete results. 


ANTHONY DALTON OF 


INTERNATIONAL ARTISTS 


Or.ginally intending to employ his artistic 
talents as a dress designer, Tony Dalton 
started at Southend Art School and after 
3 years studio erperience, decided to 
specialise in scraper-board technique. 
Now 26, he lives on the East Coast and 
devotes his spare time to panting, 
pottery-making and yachting. This 
drawing was commissioned by Messrs. 
Foote, Cone & Belding Ltd., for the 
Swiss Federation of Watch 


Manufacturers. 
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who sorts out your dilemmas? 


If you face a dilemma involving the use of some kind of paper or board, 
where do you turn for advice ? A word or two from an expert on paper matters 
will help you to make your decisions more confidently. 
The experts at Spicers have saved many firms many wasted pounds, 


many wasted hours. So simply : 


speak to Wyateae 


SPICERS LIMITED - 19 New Bridge Street - London EC4 - Telephone : Fleet Street 4211 
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they’re 
breaking 

your 
bracket ! 
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bakes 
Wa dae 


E.C.4- Central 8010 


A. W. Burnett Advertisement Director THE AMALGAMATED PRESS LTD The Fleetway House Farringdon St Londo? 
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... the hundreds of thousands of women who today read 
WOMAN'S ILLUSTRATED. Mounting circulation shoots WOMAN'S ILLUSTRATED 
right into the top woman's weekly bracket with Woman, 


Woman's Own, Woman's Weekly. This is the most valuable and essential 


7 a 


ss 
de hw a Ret Ct it ne my ae 
. S rae 


media group for selling to the woman's market. 


To cover this market thoroughly you must go into WOMAN'S ILLUSTRATED 


—now one of the big four in the woman's weekly bracket. 


—now 750,000 and going up fast! 
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Me desion anal make! 


@ DISPLAY UNITS 
@ SALES AIDS 


@ DISPENSERS 


Whether it is metal, 
wood or wrought iron 


WE ARE 
THE ACTUAL 
MANUFACTURERS 


MOREY 


BARNET, HERTS. 


(BARNET) 


Telephone: 


Designed by 
MOREY (BARNET) LTD. 


Our experience of sales and practical advice is readily available to 
you. Let us submit ideas and prototypes and prove how reasonable 
and efficient a permanent display can be. 


LIMITED 


Barnet 3222 


| a difference. 
| for figure 


| present campaign aims 
| ing the finished result 


WEST 
“WALES 
OBSERVER 


PONTARDAWE, GLAM. 


CIRCULATING IN 
IMPORTANT 
INDUSTRIAL AND 
AGRICULTURAL AREAS 

comprising of : 
Steel, Sheet and Tinplate 
Works, Collieries, Nickel 


Works, Chain, Lamp, Watch, 
Dress Factories, etc. 


DISTRICT WITH NO 
UNEMPLOYMENT 


The paper which gets into The 
Homes. 


Head Office: 
HERBERT STREET, 
PONTARDAWE 


Phone 3173 


London Office: 
GOULD’S ADVERTISING, 


143-144 FLEET STREET, 
LONDON, E.C.4 


Phone: Fleet St. 7732 


The HOME COUNTIES NEWS- 
PAPERS GROUP latest A.B.C. Net 
sale figure is 


142,655 


COPIES WEEKLY 
An all time record, and showing an 


increase of 8,303 copies weekly over the 
corresponding period of 1954. 


HOME COUNTIES 
NEWSPAPERS GROUP 


Represented in London by 
WILL KITCHEN, Jnr. LTD. 
131 Fleet Street, E.C.4. Fleet Se. 1960 


Head Office LUTON Phone 5050 
Advertisement Manager: C. W. Gilder 


| scene 


Although variously angled to 


different types of 


readers— 


Romance provides theme 


for slim food campaign 


He campaign for Ryvita is 
currently using _ large 


| spaces in the national dailies 
| and women’s magazines. 


As in the past, slimming is the 
keynote of the campaign, but in 
the new series it is slimming with 
Following on from 
the series of illustrated exercises 
control which have 
featured previously, the 
at_ show- 
the kind 
which exercise 


heen 


of slim figure 


| plus Ryvita produce 


And more than that, the 
romance which women )with 
slim figures find is hinted at. 

Vital moment 


The large spaces in Picture 
Post, John Bull, Illustrated, and 


} the popular women’s journals go 


directly at the romance theme. 
Half the available space is taken 
up by a large picture of the vital 
moment when a young man pre- 
sents an engagement ring to the 
gir] of his choice. The headline 
is—"Slimness brines vou the best 
in life’ and the copy theme ts 
that slimness is within every 
woman's reach, and that slim- 
ness is the starting point for 


@ Continued on page 54 


makes you fil - 
keeps you slim 
Famer 


All the traditional assets that fall 

to a beauty queen are set out in 

this version of a Ryvita advertise- 
ment, 


Slimness brings 


you the best 


Fs 
This advertisement 

is appearing in cer- t 
tain popular MN 
women's journals « 
and depicts the 


RYVITA 


when an 
engagement ring is 
handed over. 


makes you fit- 


keeps you slim 
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Ke 
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« . readers of the “Investors’ Chronicle” 
are directors or executives in industry, 
commerce or finance. * 

What a market for advertisers ! 
Ring George Bullock, the Advertisement 
Director, and learn more 


about it... 


MONarch 8833 


The only financial weekly with an A.B.C. figure (July-Dec., 1955, 27,111). 


* facts from a recent independent readership survey 
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IT’S A SMALL WORLD 


When you realise that the West London Observer covers 
an area stretching from Paddington to Putney, from St. 
Marylebone to Southall... well, you can see that it’s 
too large a world to neglect ! 

The West London Observer is one of the most widely 
read and trusted of London’s weekly newspapers. Over 


21,000 people read its lively news pages and features; 


and take a keen interest in its advertisements. Your 
advertisement will be noticed, read and seriously con- 
sidered. Make sure the West London Observer is on 
your list. 


Gest Dondon Observer 


BARNES MORTLAKE KENSINGTON 
RICHMOND ~* SHEPHERDS BUSH ° 


ACTON PADDINGTON 


PUTNEY 
FULHAM * NOTTING HILL 
HAMMERSMITH SOUTHALL 
ST. MARYLEBONE * HARLESDEN * HANWELL * CHISWICK 
HOUNSLOW BAYSWATER * BRENTFORD ~* EAST SHEEN 
WEST KENSINGTON KNIGHTSBRIDGE KEW 


Send for rate card and voucher to: 


Telephone: RlVerside 8146/7/8 


ABC CIRCULATION FIGURE 21,086 July—Dec. 1955 


Wishing all 
delegates attending the 
Advertising Conference 
a happy and successful 

one from the 

directors of 


Charman, Davey, 
Callie & Co. Ltd. 


86 Gloucester Road, Brighton, 1 


Specialists in Poster Advertising 
Established for 75 years. 
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Romance the key to slim 
food ad campaign 


beauty, health and by 
tion, romance. 

In the Daily Mirror, Weekend 
Reveille and similar media, the 


implica- 


| advertisements feature a beauty 


queen—Eira Roberts, who was 
“Miss Wales” in 1954 and “Miss 
Blackpool” in 1955, with the 
headline—“Is her figure one in 
a million ?” 


The copy goes on to explain 
that her measurements, quoted 
36: 23: 36, are not the result of 
luck but of careful attention to 
exercise and Ryvita. The picture 
of “Miss Ryvita” is given half 


| the space, and she appears posed 


| breakwater in the best 
| cake” 


W.L.O. OFFICES, 16 QUEEN CAROLINE ST., HAMMERSMITH BROADWAY, W.6 | 
| Vogue, Harper's 


a beach 
“cheese- 


provocatively against 


tradition. 


Prizes within group 


Here, by suggestion, the tradi- 
tional prizes of a beauty queen 
—fame, romance and a film con- 
tract—are within the grasp of 
the girl whose measurements are 
right. And as the copy points 
out, Ryvita plus exercise between 
them are the answer to that. 


For the class magazines— 
Bazaar, Good 
Housekeeping and so on, the illus- 
tration is of a typically success- 
and elegant career woman at 


| work in her studio and the copy 


| This 
| mobile 
| Miles Griffin Co. 


| dealers. 


| theme, under the heading “Her 


slimness tells a story” is that 
Ryvita brought fashionable 
clothes within her reach by giving 
her the kind of figure that can 
wear them. 


Even in this sophisticated 
and oblique approach, the ro- 
mantic angle is present, as the 
picture shows an engagement 
ring on the model's hand and 
a framed photograph of her 
fiancé on her studio table. 


Common to all three layouts is 


Mobile for 


point-of-sale 
made by 


Ltd. has been 
issued to Hoover 
steam-or-dry iron 
The unit 
includes cut - out 
figures in card- 
board of a house 
wife, a newly ironed 
garment and a 
Hoover iron which 
are all suspended 
on nylon thread. 


Her slimness 


telis a stony 


RYVITA 


makes sou fit —kheeps soa stim 


This Ryvita advertisement has 

been specially angled to the class 

magazines — but the romantic 
touch has been preserved. 


the slogan “Ryvita makes you 
fit — keeps you slim” in close 
proximity to a line illustration of 
an opened packet of the product. 

Although it is usual to slant 
copy towards the readership of 
the medium in which an adver- 
tisement is to appear, this new 
Colman, Prentis and Varley 
Ltd. series for Ryvita its re- 
markable for its co-ordination of 
advertisement content with the 
editorial content of the media 
used and the fitting of copy and 
picture appeal to the readership. 


steam iron 


HOOVER 
STEAM TRON 
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May ADVERTISER'S WEEKLY 


Associated-Rediffusion 


shows you how to take 
advantage of T.V.’s 
biggest discount scheme 


Take a 15 second spot in peak time £438 


Book it for 52 consecutive weeks £22,776 


Deduct your series discount 25°/, £5,694 


£17,082 
You have saved £5,694 


and you still enjoy the Associated-Rediffusion 
Bonus scheme currently operating at 100°/, 


ASSOCIATED-REDIFFUSION 


Monday to Friday — Every Day a Shopping Day 


Television House, Kingsway, W.C.2. HOLborn 7888 
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ADVERTISER'S WEEKLY 


Published Every Friday : 


Price Sixpence. 


GREETINGS TO AA CONFERENCE DELEGATES FROM 


THE JEWISH OBSERVER 


Editor : Jon Kimche 


The ONLY Jewish publication with ABC Net Sales Certificate 
15,697 weekly circulation. 
Used by over seventy national advertisers. 


A highly profitable advertising medium read by 
Jewish business and professional men and women. 


ddvertisement Representatives 


William Samuel & Co. (London) Ltd., 
17 Philpot Lane, E.C.3. Tel.: Mansion House 0428/9 


For the English-speaking people 
of Cyprus, the Persian Gulf and 
Beirut 


cYPRUs 
MAIL 


P.O. Box 334 
Nicosia 


29 Oxford St., W.1 
Ger: 0737 


FOR THE 
HIGHLANDS AND ISLANDS 
OF SCOTLAND 
use the 


**NORTHERN CHRONICLE” 
10 Margaret Street, INVERNESS 


PADDINGTON 
ADVERTISING 
COMPANY 


37 SPRING STREET w. 2. 


ESSEX COUNTY 


STANDARD 


SERIES 


ford 


LARGEST IN 
RURAL ESSEX 


AUTOTYPE soe 
Leavb } 


In black-and-white or colour 
AUTOTYPE COMPANY LTD. 
Rd. London, W.13. Ealing 269! 


STIRLING 
OBSERVER 


series 


(A.B.C. 16,678) 


COVER CENTRAL 
SCOTLAND 


Advertising rates 
from the Publishers 
or 
WILL KITCHEN Jr., LTD., 
131 FLEET STREET, E.C.4. 
Phone : FlEet 1960 


PUBLIC RELATIONS 


New recruiting offices 


encourage callers 


OR a long time now an air 
of hidden menace has 
existed in the atmosphere of 
many service recruiting offices 
and in some cases would-be 
recruits have been frightenea 
off by the impression of a 
“Queen's Shilling” type of en- 
listment. 

This is bad public relations, 
as recruiting centres are the shop 
window of the army which in 
common with the other two ser 
vices has to sell itself to the 
nation. And for this reason the 
War Office has started an all-out 
campaign to kill bad impressions 
at its recruiting offices. 

How was it to be done? 

For the answer the army went 
to their agents, Colman, Prentis 
& Varley and asked them to de 
sign a unit which would be a pro 
totype for all recruiting centres 
and which could be produced 
through the facilities of Com 
mand Garrison Engineers in all 
the areas where the present 
centres are situated. 


Making it pleasant 

First objective of CPV was to 
remove the old atmosphere, and 
provide congenial surroundings 
which would encourage people 
to call in, if only to take away 
pamphlets and literature. The 
premises had to be pleasant and 
inviting, not only so that poten 
tial recruits would enter without 
fearing that they would be con- 
scripted on the spot, but also to 
further good public relations by 
encouraging mothers, fathers and 
relatives to feel they could use 
the centres for resolving any 
worries they might have about 
serving personnel 

The centre chosen as prototype 
was in Battersea Park Road and 


was typical of the drab and grim 
army office. The name _ was 
changed from Recruiting Centre 
to Army Information Centre, to- 
gether with a smaller sign which 
said Recruiting Centre. Inside 
everything has been done to 
brighten up the place. Old army 
furniture has been removed and 
the floor of the premises now 
holds such large items as motor- 
cycles and radar sets which are 
displayed attractively together 
with regimental badges and other 
items of interest to the would-be 
soldier. And to complete the 
whole picture, recruiting staffs 
are being instructed in the funda 
mental display techniques. 


Give the press 


what it wants 
TRONG advice about the 


needs of the press was re- 
cently given to members of the 
British Hairdressers’ Academy 
by F. H. Radford, press relations 
officer of the development 
group. 

“Give the press what they want 
to print, not what you want,” he 
said, adding that “by far the 
simplest way to get what you 
want in print is to go and ask 
them exactly how they want it 
written, what will interest the 
reading public and when they 
want the copy ir by.” 

Turning to “Hair and Beauty 
Week,” Mr. Radford urged the 
trade to co-operate with other 
industries and trades. “It has 
been done recently when hair 
styles were displayed with the aid 
of spectacle and hat manufac- 
turers, so why not go still further 
afield?” he said. 


Large presentations of regimental badges and other items of interest 
to the would-be soldier are displayed on the walls of the new 
recruiting centre. 
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dealer service 


Every retail shop in Gt. Britain is covered by the C.D.O. 
window dressing service. National advertisers desirous of 
promoting sales through retailers are offered the unique 
facilities of the organisation for the delivery and personal 
installation of displays in their customers’ windows and 


shop interiors 


CITY DISPLAY COMPANY LD 


281-3 GOSWELL ROAD, LONDON, E.C.1. TERMINUS 7701 


“a Company in the City Display Organisation 
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IGNORANCE CAN MAKE 


If he lacks confidence in 
your brand the retailer 
will kill customer-interest 


and sell something else 


GET THE BACKING OF THE RETAILER 
THROUGH THE TRADE PAPERS HE TRUSTS 


THE DRAPERS’ RECORD REGR =6©60 MEN'S WEAR 


PUBLISHED WEEKLY 


THE LEADING TEXTILE TRADE JOURNALS 
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AND TECHNICAL PRESS VIEWPOINT 


Waste of valuable display material and 


exasperated retailers result from 


failure to— 


ear the campaign to 


adequate supplies 


UDGING from comments 

by retailers published in 
trade papers in several fields 
lately, there appears to be a 
growing need for suppliers to 
correlate their advertising and 
publicity with the availability 
ot the goods. 

The stage has been reached in 
some spheres where, despite early 
ordering, shopkeepers are having 
to wait many months for delivery 
of “seasonal” goods, which are 
being extensively advertised in 
their absence. To add to the rub, 
generous supplies of costly dis- 
play aids continue to reach the 
harassed traders with infuriating 
regularity. 

In many trades, the cause of 
the hold-up in supplies ts attri- 
buted to the refusal these days of 
manufacturers to take the risk of 
putting lines into anything like 
full production until they have 
sufficient orders in hand to take 
the goods——or, at least, a good 
proportion of them. 


Risk too big 

Distributors, too, say they can 
not afford to gamble heavily by 
ordering big quantities many 
months ahead of the selling 
season. And they claim that it ts 
the supplier and the wholesaler 
who should continue, as in the 
past, to carry sufficient stocks to 
meet the demand. 

Here is a typical quote from a 
retailer writing in his trade 
paper : 

“We recently received a large 
carton containing costly adver- 
tising material for a product 
which is extensively advertised 
in the national press, and sup- 
plies of which take something 
like six months from date of 
order to delivery. In view of 
the supply position and the fact 
that more often than not we 
are out of stock of the line, 
where is the point in this waste- 
ful distribution of literature ? 
What annoys me even more is 
that on this particular line the 
profit margin allowed is not 
satisfactory. 

“Only a few days earlier, in 
a very large envelope, I received 
a broadsheet printed in colours 


giving 


details 


of forthcoming 


advertising plans for a line we 


don't even 
thinking 
amoum of avoidable 


avoid 
fantastic 


One cannot 
about the 


stock. 


waste which occurs in this way 
and wondering why it cannot 


be eliminated. 
that 
indulge in 
our profu figures 


sick, 


obvious 


pretty 
one finds 
ring with 


It seems so very 
if we were to 
this kind of thine 
would look 
Strangely enough 
it most often occur- 
firms whose produc- 


tion costs, we are assured, are 


so streamlined 


points of 


that decimal 
a penny are used in 


calculating them in relation to 


each item.” 


Misleading the public 


A letter to the editor of another 
journal complained: 


“We received display material 


from a 


boost their products, 


house to 
vel our 


supplying 


next delivery date of their most 
popular number is September. 


It is the 


goods we want, not 


publicity material which leads 


the public 


to believe there are 


says SCRUTINEER 


plenty of the goods available, 

and, consequently, to greet our 

negative answers with amaze- 
ment. 

“In my opinion, a bold state- 
ment should be made that pro- 
duction lags behind demand. 
That would ease the retailer's 
embarrassment.” 

Without any desire to enter into 
trade politics, I quote these 
examples to illustrate the apparent 
need for a better gearing of the 
sales and promotion sides of some 
supplying firms. It appears that 
goodwill—and _ business — may 
easily be lost if the position re- 
mains unchanged. 

* * * 

BUMPER ISSUES of many trade 
journals have compensated, in 
part at least, for the losses in- 
curred during the dispute in the 
London printing industry. It is 
obvious that in this respect some 
trades have been “kinder” to their 
weekly and monthly papers than 
others. 

Whereas one large weekly jour- 
nal had to scrap ready-printed 
art-paper sheets representing 


Inclusive exhibition charge 


A scene at one of the trade fairs promoted by the National Trade 
Press. Exhibitors at all their fairs pay an inclusive charge which covers 
the completed stand and the service of a team of display experts. 


ADVERTISER'S WEEKLY 


thousands 


several 
worth of business simply because 
most of the advertisements were 
timed for a short selling season, 
another whose trade is far less 


of pounds’ 


seasonal was able to restart 
normal publication with only a 
couple of cancellations of busi- 
ness printed some seven weeks 
before. 

Service interrupted 

One aftermath of the hold-up 
which has come to my notice is 
the increase in price from six- 
pence to ninepence per week of 
Meat Trades’ Journal. In a 
leading article, the position was 
put fairly and squarely before 
readers. It explained: 

“The dispute in the printing 
industry has seriously interfered 
with the service we give the 
trade ; one issue in February had 
to be missed in its entirety and 
six issues have had to be of an 
emergency character. To help 
salvage some of the goodwill we 
might have lost through no fault 
of our own, we have only charged 
half price for these emergency 
issues. (Most other periodicals 
labouring under the same diffi- 
culties have continued at their 
normal price despite the much- 
reduced size.) 

“This has meant that all our 
emergency issues have been pro- 
duced at a loss. We do not so 
much mind that—it ‘s not the 
first time we have had to accept 
with a grin the fortune of war. 

“That, however, is not the end 
of the story. This dispute, a 
settlement of which has not yet 
been reached, will, we know, 
result in material increases in the 
wages of the men involved, and, 
taken with the settlement of a 
claim in January from another 
section of the operatives, is bound 
to cause a substantial increase in 
our production costs. 


Case for increase 


“Coming on top of a sharp 
advance in the price of paper, 
fresh terms to wholesale news- 
agents and a number of other 
adjustments at higher rates (even 
the subscription to our trade pro- 
tection society has materially ad- 
vanced—and it already made the 
butcher's subscription to his local 
association and federation look 
like a mere bagatelle), and not 
forgetting the increased assess- 
ment on our premises, this gives 
us no option but, much against 
our will, to raise the price of the 
Journal.” 

* * * 

FoR SEVERAL years Cloth and 
Clothes has been mainly an 
export journal—but it blossomed 
forth last month as “Britain's 
premier style magazine.” The 
description comes from the Out- 
fitter, whose editor also edits the 
new-look journal. In a statement 
of policy, he wrote: 

“We shall present each season 
the style magazine from Britain 
to the world. Line and design in 
British men’s fashion are improv- 
ing every day. ... More men in 
Britain are more clothes-con- 
scious to-day than for nearly 20 


@ Continued on page 60 
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NAPPER, 
STINTON, 
WOOLLEY 


HOWARD 


PNEUMATIC ENGINEERING 


to reach makers of preserves, 


pickles, milk’ products, soups, 
sauces, etc, 


FOOD MANUFACTURE 


Stratford House, 
“ Eden St., London, N.W.1! 


FOOD MANUFACTURE is one of the 
LEONARD HILL TECHNICAL GROUP 


HE specialised monthly 
journal dealing with all 
civil engineering in which 


earth-moving and earth- 
moving equipment are in- 
volved —open-cast coal and 
iron 


ore, hydro-electric 
developments, land _re- 
clamation, harbours and 


docks, coast defence works, 
river widening, canal con- 
struction, etc. 


MUCK SHIFTER 
and Public Works Digest 
is another publication of the 


PA ARD Hi 


. . 
oma hS « 


CORROSION TECHNOLOGY 
MANUFACTURING CHEMIST 
FIBRES (NATURAL AND SYNTHETIC) 
PAINT MANUFACTURE 
WORLD CROPS —ATOMICS 
FOOD MANUPACTURE 
POTTERY AND GLASS 
BUILDING MATERIALS 
MUCK SHIFTER 
PETROLEUM 
CHEMICAL AND PROCESS 
ENGINEERING 


All published at 
Stratford House, 
Eden St., London, N.W.1 


Specimen copies on request 
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Call for big ad campaign ap 


for retail meat trade 


years ; and their number is grow- 
ing daily. 

“The trade knows this and is 
fighting to foster this renaissance 
of men’s fashion. The new Cloth 
and Clothes has been designed to 
play a leading part in this resur- 
gence. We aim to guide the 
trade: to forecast trends. We 
shall make most liberal use of the 
graphic arts to illustrate all that 
is new in cloths and styles and 
designs in British men’s attire. We 
shall prove to you that once again 
Britain is supreme in the world of 
men’s fashion.” 

A permanent feature of the 
publication will be a series of 
three forecast features by leading 
style authorities, who are in the 
closest rapport with the manufac 
turing, wholesale and retail trade. 

It was added that Cloth and 
Clothes will continue “to travel 
the world.” 


Appeal for funds 


It has been reported in Travel 
Trade Gazette that the Scottish 
Tourist Board wants at least 
£50,000 a year for its work in 
publicising Scotland as a world 
tourist centre, to issue literature, 
to carry out effective publicity 
and to meet the growing demands 
for competitive earnings in a field 
“which is becoming increasingly 
difficult.” 


It is recalled that the board 
considers the amount to be far 
less than that being spent by 
competing countries: “In less 


than a decade Scotland has risen 
from an insignificant place in the 
tourist industry into one of the 
leading world competitors, with 
an annual tourist revenue of 
about £50 million.” This, the 
board claims, is the result of the 
publicity and enterprise of which 
the board itself is the spearhead. 
Of the one million visitors to 
Britain last year, about a third 
visited Scotland. From the United 
Kingdom itself, Scotland receives 
some 2 million visitors annually. 


Big development ahead 


“Its 10 years’ experience has 
convinced the board that tourist 
traffic is only im its infancy and 
that immensely greater progress 
is possible in the next 10 to 20 
years. Figures for 1955 were 
higher than in any other single 
year and tourist traffic revenue 
assisted a wide variety of indus- 
tries, with travel, catering, hotel- 
keeping and consumer goods high 
on the list,” says the journal. 

Donations from local authori- 
ties and others last year, however, 
totalled only £23,000 and it is 
pointed out that although this is 
the highest figure yet achieved by 
the board, it is still far below 
minimum requirements. As the 
board is independently financed, 
a new appeal is being made to 
Scottish industry and to local 


authorities for increased support 
so that a bigger publicity effort 
may be possible in the coming 
year. 

* 7 * 


CouLD THE meat trade in 
Britain raise £100,000 for a 
national “Eat More Meat” cam- 
paign? In the opinion of E. J. 
Baldwin, president of the Institute 
of Meat, it could—at the right 
time; Farmers Weekly quotes 
him as saying so in a report from 
the National Federation of Meat 
Traders’ Associations’ recent 
conference. 

The delegates passed a resolu- 
tion saying that the present time 
would be opportune for a pub- 
licity drive, and asking the 
executive to approach producers 


and wholesalers for their col- 
laboration. 

The mover of the resolution 
said the campaign was vitally 


necessary “now.” In 14 years of 
contro! customers had got used to 
doing with less meat; and when 
freedom came their requirements 
had not changed as much as 
expected The milk campaign 
was an example of the best way 
in which to tackle the problem. 

Everyone in the meat business, 
from the farmer right down the 
line. should participate. If the 
scheme was carried out in a half- 
hearted way it would be doomed 
to failure. 

Another delegate asked for 
emphasis on educating the public 
on the value of meat, the uses of 
different cuts and cooking 
methods. After mentioning the 
arrival in this country of Argen- 
tine chilled beef “of much better 
quality than it has been for some 
time,” he suggested that publicity 
for the home-produced meat as 
against the imported might help 
to further their cause. 

* * * 


THe Aprit issue (Vol. 3, 
No. 4) of the Chartered Mechani- 
cal Engineer was the first one to 
carry advertisements. It  pro- 
vided yet another illustration of 
the desire for supplies of the 
materials and services concerned 
to put over their story to the 
professional man on the job. 

One of the big quota of initial 
advertisers, the Vulcan Boiler 
and General Insurance Co., Ltd., 
Manchester, proclaimed in large 


type : “As one expert to 
another...” They went on to 
say 


“You are a specialist in your 
profession. We are specialists 
in ours. Yours is engineering, 
and so, from a different aspect, 
is ours. Our business is 
machinery insurance, and the 
inspection of every kind of 


plant associated with it. These 
two together are Vulcan's 
exclusive concern, and be- 


tween them they spell safety 
from accident and loss.” 
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Member of the Audit 
Bureau of Circulations 


THE 
PAINT 
MEDIUM 


Paint Oil « Colour 


<a) mec me nem ven rman os JOURNAL 


The right paint medium is of 
fundamental importance 
whether it concerns a raw 
material or a trade journal. 
The Paint, Oil and Colour 
Journal is the only journal in 
its field which has the authority 
of an ABC certificate behind 
its circulation figures. Each 
copy has a proved average of 
four readers. It is just a fact that 
all executives in the industry 
regard it as their journal. 
RR AE REE IR MOU 


Advertising rates from the Paint, Oil and 


Colour Journal, 83/86, Farringdon Street 
London, E.C.4. Telephone: City 4788/9, 6640 


a GET THE 
‘FACTS 


an bring to the surface 
m any produ ty < brained 
4 ail ad £ \s an ideal medium 
to use for presenting the information to 
hose mos este 

This ° pecia and we invite you so 
telephone your enquiries 

EALING 8318 


HARPERS PUBLICITY LTD. 
404-5 HIGH STREET, 
Brentford, Middlesex 


PRINTERS 
to 
ADVERTISING AGENTS 
and their clients 


SINCE 1894 


LETTERPRESS 
AND OFFSET LITHO 


For Prompt Service Telephone NOW: 
London Director, 

VEEVERS & HENSMAN LTD. 

36, Albemarle Street, Piccadilly, W.!. 
Grosvenor 6782 
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Mailing shots of a high 
typographical standard 


\ EDICAL practitioners, I 
+ would say, receive more 
direct mail material than any 
other section of the com- 
munity They must get very 
tired of some of it. 

It is, therefore, encouraging to 
learn of a firm—Geigy Pharma- 
ceutical Company, Ltd., of Mid- 
dleton, Manchester—which tries 
to keep its material not only on a 
high production and typo- 
graphical standard, but varies it 
with artistic material to delight 
the overworked medical profes- 


sion 


Publicity manager, R. S. New- 
ton, supplies a wide range of 
literature and he is quite right 
when he feels that a measure of 
has been achieved with 
the creation of a family likeness 
n various sections of printed 
matter. 


suceess 


Identifying colours 


First of all there are the small 
booklets, describing several of 
the company’s products The 
covers are clear and effective, and 
the practitioner can collect these 
together as a series. On the cover 
s a left hand strip in an identify- 
ng colour, with the name of the 
product in reverse, and on the 
right there is a black, wider strip, 
giving details of the product's job, 


OF ot RR 90 gh? he Osim <2 


By ROGER DARCY 


Front cover of the booklet deal- 

ing with the treatment of 

rheumatic complaints. The illus- 

tration is as effective as it is 
gruesome. 


also in reverse. At the top is the 
quite modern “Geigy” trade mark. 

An item styled Rheumatology 
Review is a very good piece of 
colour printing, using Blado for 
the title (in black on yellow back- 
ground) and in red (on white) for 
a description of the contents. 

@ Continued on page 62 


ripe sse Electranic Cateulator 


This is the inside cover page of “Labour Accounting,” 
British Tabulating Co., Ltd., to explain the value of electronics in 
In the view of Roger Darcy, the layout is modern and | 
striking and generally very commendable. 


the business. 
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issued by 


THE MERCHANT SHIPPER 
The Journal for Export Management 


The monthly journal which keeps the Export Manager up co 
date with all the latest changes in Export Procedure. 


Regular monthly articles on Export, Finance, Law, Insurance, 
Export Packing, Sea and Air Transport. 


If your product or service is of use to the Export Manager 
then use the advertising columns of The Merchant Shipper. 


Adve. 
Manager: 
William C. 
Adderley. 
Tel: 
HYDE PARK 
5805 


Send for o specimen copy and rote cord to 
The Merchant Shipper, 26/28 Billiter St., London, E.C.2 


ADVERTISER'S WEEKLY 


@ group of nine 
influential newspapers 


A.B.C. NET SALES 


120.911 


Telephone No. Royal 5322 


A reliable medium or HOME and EXPORT 
advertising, reaching the firms that matter, 
and read by executives in all branches of the 
Metal and its allied industries. 

TWICE WEEKLY TUESDAYS AND FRIDAYS 


ished METAL INFORMATION BUREAU LTD 
Creeee AUR 27 Street, London, W.! 


WRITE FOR SPECIMEN COPY & RATES ) 


= Mechanical World 


and ENGINEERING RECORD 
‘of vital 


EMMOTT & CO. LTD., 31 
LONDON OFFICE: 50 TEMPLE CHAMBERS, TEMPLE AVENUE, E.C.4 


SS ___S=_aaaa 


interest to engunec’s 


KING STREET WEST, MANCHESTER, 3 


a a ee 
pO 
| a 
LARGEST 
N IN _KCE NT. 
a Pirie: a eee LONDON: E.W. PLAYER LTD., 30, FLEET ST. ECA. 
a, a ge Bs 
Sa ; om : , 3) 4 
sears a a ai, 
A tr awe | 
— SS 
“So 
: —— <a 
pe | 
ens ee 
ee Se aN ceaieanieaaeaaaaae 
Me ote eat eet ee 
, £ wicensld eagtdenal wo a —_ ee 
é Re mee pret amt we 
F map pret: ponder ; anidthigsiguatetatiaasemanam 
x e "f -— aot — sant ., omaha, Pees Soon a 
1 i. = oi Se 
q eee as Were 
# | pa pb cehonenedontonert 
i 
ee ee 


ADVERTISER'S WEEKLY 


TECHNICAL PRINT , 
REVIEW continued | 


May II, 1956 


o TRADE ANI 


The Monthly 


. | 


rheumatology & 


review \ 


in Roger Darcy's opinion 
colour printing. 


This is sent out in a very smart 
envelope, repeating the typo- 
graphy of the journal's cover. 

The firm’s mailing literature is 
sent out in similar envelopes with 
a window, through which the 
leaflets may be seen. 


Synopen, which is for allergic 
is described in very | 
well designed leaflets, with illus- | 


conditions, 


trations denoting the origins of 
allergy—cats, pollen, flowers and 
the rest. 

Butazolidin, which is for rheu- 
matic complaints, has leaflets in 
which the illustrated motif is the 
artist's lay figure, with the joints 
clearly indicated. Murax, which 
is for skin troubles, uses mainly 
a red and black style. 


Dealing with complaints 


Yet another aspect of 
firm’s mailing material 
Documenta Geigy which are de- 
scriptive leaflets on various com- 
plaints. These are very simply, 
but effectively designed. Cover 
is red, with reverse ‘lettering. The 
envelope is divided into a red 
section and a white section. 
red section repeats the 
graphical motif of the 
pamphlet inside. 

All that does not exhaust the 


this 


typo- 
actual 


printed material sent out by this | 


lively company. 


Working, presumably, on the 
principle that even the medical 
man can tire of medical litera- 
ture, they vary the direct mail 
diet by sending out excellent 
colour prints of Alpine scenes. 
It is true these have a small 
printed reference at the foot to 
some Geigy product, but this 
can be torn off as perforation 
is very kindly provided. 

A set of these scenes, it seems, 
is also provided in a folder with 
the compliments of the company. 

This firm have attained a high 
level in their printed material, 
which. together with the family 
“likenesses,” must have achieved 

@ Continued on page 63 


this | 
adds up to a very good piece of | 


are | 


The | 


Reaches an in- 
fluential section 
of professional 
people who sub- 
scribe to the only 
legal weekly = 


for practising = 
= 


solicitors. 
21.RED LION ST.. WCL. CH4. 6855 


BOOT AND SHOE TRADE 


The Shoe and Leather 


Record 
Founded 1886 
The Pioneer and 
Progressive Paper 
ro 


GRANVILLE HOUSE 
ARUNDEL ST. LONDON 


Tel. TEM 5524/6 


wc2 


= 


Bri 


_ SPENCER HOUSE, SOUTH PLAGE, E.0.2 
hon: S ALSHUNUZE SLONDON 


« 


CIVIL ENGINEERING — 
CONTRACTING 


CONTRACTORS’ RECORD 
and 
Municipal Engineering 


(1908) 
Read 


by 
the Contracting and 
seaheceure—" 7 Industry 


every Municipal Engineer 
throughout the United Kingdom 
LENNOX HOUSE, NORFOLK STREET 
LONDON, W.C.2 
TEMPLE BAR 6591 /2/3 


Register 


WILK INDUSTRY 


DAIRYING 
PROCESSING, DISTRIBUTION 
AND SALE OF MILK 
AND MILK PRODUCTS 
The Most Influential 
Journal in British Dairying 
The Milk Industry, 

37, Queen's Gate, London, S.W.7 
Western 9816 


MEAT TRADE 


Meat Trades’ Journal 
Weekly net sales exceed 
33,000 
For 66 years the official 
organ of the meat trode 
S CHARTERHOUSE SQUARE, LONDON E.C.1 


FOOD MANUFACTURING 


Fo oll 


24 YEARS 
OF PUBLICATION 


w. LTo.. 
TRADE REVIE 
oan STREET. LONDON. W c.2. 


THE MAKERS 
OF THE NATION’S 
FOOD 
READ THE 


BULLETIN 


of the FOOD MANUFAC- 
TURERS’ FEDERATION Inc. 


Published every month 


Advertising Contractors, 
W.P. GRIFFITH & SONS LTD., 
154 Clerkenwell Rd., E.C.1. 


TERminus 7363 


BAKERS’ 
REVIEW 


The official journal of 

The National Association 

of Master Bakers and 
Confectioners 

| BUCKINGHAM PALACE 


GARDENS, LONDON, 
Tel.: SLOane 034! S.W.1 


PACKAGING 
CANNING AND PACKING 


Specialist monthly magazine for 
food manufacturers, canners and 
users of containers and other 
packaging materials. 
CANNING PUBLICATIONS 
14-15 COLEMAN ST., LONDON, E.C.2 
Tel.: MONarch 1995 


ENGLISH ILLUSTRATED 


is the international English 
monthly linking foreign peoples 
with everyday life in English- 
speaking countries. 

The key to foreign business through 
world interest in the English language 
P.O. Box 113, 60 Market Street, 

Watford, Herts. 


~ PAINT AND PRINTING 


JOURNAL OF THE OIL 
& COLOUR CHEMISTS’ 
ASSOCIATION 


Monthly publication with 
world wide coverage, having 
a leading position in technical 
literature. 
Farringdon 
E.C.4 


_— Hall, 
CENtral 2120 


TIMBER TRADE 


WOODWORKING 
INDUSTRY 


The technical journal of 
the timber -using trades 


180 Fleet St... London, E.C.4 
Tel.: CHA 8844 
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SPECIALIST 


HEALTH, HYGIENE AND 
SANITATION 


THE 


MEDICAL OFFICER 


Since 1908 the only professional weekly 
for doctors in the 
PUBLIC HEALTH, SCHOOL 
HEALTH AND ALLIED SERVICES 
72/78 FLEET ST., LONDON, E.C4. 
FLEET STREET 5574/5 


MUNICIPAL 
ENGINEERING 


founded 1874 


The specialist weekly journal 
reaching all members of the 
Institute of works and High- 
ways Superintendents. 


4 Clements Inn, W.C.2. 
HOLborn ¢502. 


The 


MUNICIPAL 
JOURNAL 


founded 1893 
The only weekly technical 


journal read in every local 
government department. 


3 Clements Inn, W.C.2 
HOLborn 2827 


THE ROYAL SOCIETY 
OF HEALTH JOURNAL 


CIRCULATION 12,925 ABC 
(Period July-Dec 1955) 
IN MUNICIPAL AND 
ALLIED HEALTH FIELDS 
90 Buckingham Palace Road, S.W.! 
SLOANE 5134 


NO WASTE CIRCULATION 


The officers responsible for recom- 
mendation and purchase of all equip- 
ment used in street cleansing, refuse 
collection and disposal, etc. read .. . 
PUBLIC CLEANSING AND 
AG 


SALVAGE 
70 VICTORIA STREET, S.W.! 
Tel.: VICTORIA 9132/3 


CLAY PRODUCTS AND BRICK MAKING 


Publications 


PAPER TRADE 


The leading 
monthly technical 
journal for the 
Paper-making 
industry. 


£3 TUDOR ST, LONDON.EC4 


EDUCATION 


The Official Organ of the 
Association of Education Committees 


Published every Friday 
STATA Lue 
Read by Members and 
Officials of Local Educa- 
tion Authorities, School 
Governors and Managers, 
and others engaged in 
national education. 


10 Queen Anne Street, 
London, W.1 Museum 1425 


GAS JOURNAL 


FOUNDED 1849 
The leading weekly newspaper 
for the Gas Industry. 
11 BOLT COURT, FLEET STREET, E.C.4 
FLEET ST. 2236-7 


FURNISHING TRADE 


The 
Furnishing 
World 


For complete coverage 
of THE RETAIL and 
MANUFACTURING 
SIDES of the Furniture, 
Upholstery, Bedding and 
Furnishing Trade. 


180 Fleet Street, London, £.C.4 
Tel : CHA 8844 


EDUCATION 


. PAINTING AND 
DECORATING TRADE 


PAINTING & 
DECORATING 


Formerly The journal of Decorative 
Art & British Decorator. Est. 1881. 


The Leading journal for all associoted 
with the Painting and Decorating Trode 


OVERSEAS MEDIA 


MUNICIPAL WORKS AND 
LOCAL GOVERNMENT 


NEWSPAPERS 
PERIODICALS 


Pass your Overseas Space Buying 
problems to 


PUBLISHING & DISTRIBUTING 
ternotional 


Co. LTD., Inter Press Rep- 
resentatives. 177 REGENT T.. w.l. 


Tel.: REG 65345. 


(Note new add ress) 


MUNICIPAL 
ENGINEERING 
founded 1874 


Reaches all members oj the 
Institute of Works and High- 
way Superintendents. 


4 Clements Inn, W.C.2. 
HOLborn 5502. 


THE BRITISH CLAYWORKER 

Leading world technical Journal for 

Brick, Tile and Sanitary Ware 
Industries. 

Overseas Sales equal 33% of total 

circulation 

CLAY & BRICK PUBLICATIONS LTD. 

23 Tavistock Street, London, W.C.2 

TEMple Bar 7664 


GAS SERVICE 
AND DOMESTIC COKE 


The only monthly designed exclusively 
for the Sales and Service side of the 
Gas Industry. 


11 BOLT COURT, FLEET STREET, E.C.4 
FLEET ST. 2236-7 


The Surveyor 


AND MUNICIPAL AND 
COUNTY ENGINEER 
The influential journal for all 
advertisers who sell to 
Local Authorities 

Public Works Contractors 
The Building Industry 
Architects and Surveyors 
ADVERTISEMENT 
MANAGER, 

42 Russell Square, WC1 
Telephone : Langham 8197 


ADVERTISER'S WEEKLY 


| TECHNICAL PRINT 


REVIEW continued 


A cover of one of the mailing 
pieces which has drawn praise 
from Roger Darcy. 


a good reputation with the medi- 
cal profession. 

Another simple, but effective 
family grouping, are parts of the 
Manual of Modern’ Business 
Equipment, published by Mac- 
donald and Evans Ltd. for the 
Office Appliance and Business 
Equipment Trades Association. 
These have a light buff cover, 
overprinted in red. At the top, 
using Bodoni, is the description 
of the particular subject covered 
(typewriters, loose leaf binders, 
and so on) and at the foot a red 
panel with, in sans reverse letter- 
ing, the name of the publishers. 

Holes have been punched at 
the side so that the parts, which 
are very clearly printed by Unwin 
Bros., of Woking, in Bodoni, can 
be filed for reference. 

Still on the office machine side. 
there is a new multi-coloured 
brochure, “Labour* Accounting.” 
from the British Tabulating Co 
Ltd. It explains the use of 
electronic accounting. 

Basically the typeface used is 
Bodoni, which is very readable 


The layout is modern and striking. 


LUBRICATION 


THE ONLY Independent journal 
devoted to LUBRICATION 


Read by Works Engineers, 
Machine Designers, Oil 
Company Executives,etc., & 
ALL OVER THE WORLD 


SCIENTIFIC PUBLICATIONS 
3 Clifford Street, London, W.1 By 
Telephone: REGent 7996 
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ADVERTISER’S WEEKLY May 11, 1956 


To Office Boys with 


‘Managing Director’ ambitions 


Quiz for the office boy on his way up 


@ Do you know when to use Direct Mail? 


A When your market can be defined and you want to be 
sure that every likely prospect gets your message. 
When you want to say more than you’d manage to 
get in an ‘ad’. 

When you want to give your campaign a personal 
touch. 
Do you know when to use BIA? 


Whenever you're thinking of using Direct Mail. BIA 
mailing lists give the most up-to-date and accurate 
coverage, and BIA can help you with your planning too. 


The first step is to send for a copy of our “ Mailway ” Catalogue 
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a survey of 
marketing 
centres 


sales 
opportunities 


and media 
facilities 
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“Take my tip, old boy—make sure that on every schedule of 
Provincial dailies—The Birmingham Post should always come FIRST!” 


The Birmingham Post, read daily 


by the influential buying public The Bi rmin ingham 


in this vast industrial area, is 
worth first consideration by 

those planning to tap the high 

purchasing power of this pros- 

perous market. Yes, it’s good 

business to use this ‘A’ class ; 

medium in an A.1. market. 


- THE BIRMINGHAM POST, 38 NEW STREET, BIRMINGHAM 2 LONDON OFFICE: 88 FLEET STREET, E.C.4 
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‘Advertiser’s Weekly’ Market Research 
Team investigate The Midlands and 
find that— 


Big industrial expansion 


plans assure the future 


[HE number of interpreta- 
tions of the expression, 
“the Midlands,” can be as 
great as the number of people 
who are asked to describe it. 

To one it may mean the motor 
industry, while to another it con- 
jures in his imagination a picture 
of a drab, heavily industrialised 


area, dark with smoke from a 
multitude of factory chimneys. 
To a third it is the centre of 


England, whether it be the cross 
at Meriden or the round oak at 
Leamington Spa. To yet a fourth 
it calls to mind Stratford-on-Avon 
and Shakespeare. And, finally, to 
many it is a part of the map of 
England, a region with defined 
boundaries and purely an admin- 
istrative area. 
In truth, the 
these things. 


Midlands is all 


Varied qualities 

It is more than an administra- 
tive term, and in the region is the 
industrial heart of the country in 
which there is integration of both 
an economic and geographical 
kind. In the West Midlands is 
the conurbation—a running to- 
gether of towns and cities—while 
surrounding it and _ separated 
from these towns and cities by 
stretches of open and usually 
very lovely country, is a circle 
of smaller urban areas. 

In its recent economic history 
the Midlands has experienced, 
perhaps more than any other part 
of the country, the stresses and 
strains imposed on Britain by the 
hectic armament work of the war 
years, by conditions of full em- 
ployment, and by the balance of 
payments crises in the post-war 
years. 

And the problems of the 
economy as a whole are reflected 
almost at once in the economy 
of the Midlands, which contains 
the major part of many nation- 
ally vital industries upon which 
much of the country’s world 
trade depends. 


Tractor assembly line at the Banner Lane works of Standard Motor 


Co., Lid. The 


Midlands region is the great centre of tractor 


production in this country. 


Industries in the area, accord- 
ing to a recent estimate, include 
86 per cent of pottery, 56 per 
cent of iron and steel tubes, 
40 per cent of non-ferrous 
metals, 43 per cent of vehicles 
and cycles, 32 per cent of 
machine tools, and 31 per 
cent of railway carriage and 
wagon manufacture, while 
Birmingham’s traditional and 
famous jewellery industry 
accounts for about half the 
jewellery concerns in the 
country. 

With such a close relationship, 
the current policy of credit restric- 
tion and the restraints on personal 
expenditure imposed through 
higher rates of purchase tax and 
more stringent hire purchase con- 
ditions were bound to influence 
activity im the Midlands, where 
one of the main _ industries 
affected, the motor industry, is 
responsible for the employment 
of the largest number of insured 
workers. 


In 1955, the estimated number 
of insured workers in the West 
Midlands was 2,132,000, com- 
pared with 2,064,000 in 1954, and 
2,011,000 in 1953. Of last year’s 
total 130,830, including 25,720 
women and girls, were in motor 
and cycle production, compared 
with 124,020 in 1954; and 72,580 
in making parts and accessories 
for vehicles, cycles and aircraft, 
compared with 67.180 in the pre- 
vious vear. 
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Prospect 
bright for 
vehicles 


HE recession in the motor 
and cycle trades, which 
has had repercussions on other 
industries (Mulliner and Fisher 


and Ludlow body’ works, 
Lockheed Hydraulic Brake 
Company, Lucas, the Dunlop 
Rubber Co., Ltd.), was esti- 
mated in March to have 
resulted in the under-employ- 
ment of not more than 24,000 
workers in the Midlands, 
mainly in the motor industry. 
Short time working has been 
introduced by Rootes and by the 
Austin, the Standard, the Daim- 
ler and the Rover motor com- 
panies, and at the Ariel, 
Hercules, Excelsior and Sun 
motor cycle and cycle works, in 
addition to firms manufacturing 
accessories. Reports have also 
appeared of car manufacturers 
putting back their delivery dates 
for castings. Stocks of new cars 
in manufacturers’ parks and 
showrooms have been increasing, 
and, although a precise figure is 
difficult to obtain, estimates of as 
high as 80,000 have been made. 


Expanding output 

On the other hand, one Mid- 
land car factory, the Jaguar. 
whose 3,700 workers § are 
already working overtime, an- 
nounced in early April that it 
was short of skilled labour and 
needed several hundred extra 
men. Current output is about 

380 cars per week and during 

the course of the next few 

weeks it is planned to increase 

the figure to 500. 

Before the announcement was 
made, several skilled workers had 
already been taken on who had 
been declared redundant by 
others. Moreover, by the begin- 
ning of April, although full scale 
activity had not been resumed. 
co-incident with the new selling 
season, a modest improvement in 
the position was taking place, and 
current reports speak of about 
7,000 workers being back on a 
five-day week. The change which 

@ Continued on page 68 


Passenger cars 


Production 
1952 448.000 
1953 594.808 
1954 769,165 
1955 897,562 


Vehicle Output and Exports 


Goods vehicles 


Export 


Export Production 

309,890 232.925 122,668 
302,169 232,309 107,535 
365,846 260,633 123,211 
373,203 329,851 154,253 
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Employed Population End-May, 


68 


THE MIDLANDS 


1955 


000's 


Persons aged 
18 and over 


Region 


Midland one ‘ 1.313 
North Midland 936 


Midland sad 
North Midland 427 


Midland 


North Midland 1.363 


Total 


Great Britain 20,064 


has taken place in the buying of 
cars and other vehicles as com- 
pared with a year ago, as a result 
of the new hire purchase restric- 
tions, in some categories, is very 
notable. 

In the motor cycle industry, 
an order for one million dollars’ 
worth of motor cycles and 
spares has been placed with 
Triumph Engineering by the 
Canadian Ministry of Defence, 
and deliveries start this spring. 


Big dollar earner 


Another order obtained from 
Canada is for 1.3 million dollars 
for prefabricated hangars for 
the Royal Canadian Air Force 
by the Coseley Engineering Com- 
pany. The order is believed to 
be the largest single dollar order 
for prefabricated buildings to be 
placed in this country. 

The record of the motor indus- 
try in recent years is illustrated in 
another table. 


Discussing the figures at the 
end of January this’ year 
an official of the Society of Motor 
Manufacturers and Traders said 
that motor manufacturers were 
aiming their sights at a. still 
higher level of output in 1956: 


“The effect of the industry's 
expansion schemes — costing 
well over £100 million for 
motor factories in this country 
alone—has still hardly begun 
to be felt. The industry plans 
to increase its export sales still 
further, even though in some 
markets, especially in Europe, 
all-out competition is the 
battle cry.” 

The extent to which plans will 
have to be revised as a conse- 
quence of the credit squeeze is 
not clear, but with a difficult 
home market, the emphasis, if 
higher sales are to be realised, 
must be on exports. And in this 
sphere, the following export 
figures for passenger cars for 
individual quarters of 1955 are 
not encouraging, although both 
for passenger cars and goods 
vehicles it was a record year: 

Ist Qtr.: 105,792 

2nd Qtr.: 94,568 

3rd Qtr.: 89,353 

4th Qtr.: 83,490 


“3,356 


Persons 


under 18 Total 


(Males) 


(Females ) 


(Total—Males and Females) 
1,993 139 


Machine 
tool records 


HE motor-cycle and cycle 

industry as well as that 
for motors, plays an extremely 
valuable role in the United 
Kingdom export field. 

Last year, according to a state- 
ment of the British Cycle and 
Motor Cycle Industrial Associa- 
tion, total export earnings were 
£40.7 million, an increase of £3 
million over those of the previous 
year. 

Exports of bicycles totalled 
£31.5 million (an increase of £4 
million) and motor cycles £9.2 
million (a fall of £0.8 million). 
In November, the chairman and 
managing director of Raleigh 
Industries announced that the 
company’s factory space at Not- 
tingham was being doubled by an 
additional 20 acres of new build- 
ings to meet the sustained demand 
for bicycles throughout the world. 

In the machine tool industry, 
activity last year reached record 


New Street, Birmingham, at 


Complete ad service— 
beginning 


from £22 


N a small office in Birm, 

ingham in July, 1953, 
G. A. Cure and A. F. Cope 
began a partnership business 
as printing factors. The only 
capital, £22, was used to buy 
a desk and chair and pay the 
office rent. 

In November of that year they 
bought a near bankrupt company, 
Weather Oak Press Ltd. and since 
that date the concern has been 
developed from one small 
machine and six employees to one 
employing over 60 people. There 
is a battery of the latest Heidel- 
berg automatic cylinder presses, 
automatic platens, folding and 
binding machines, and a com- 
pletely re-equipped composing 
department. Three extensions 
have been made to the works and 
a new office block built incor- 
porating what is claimed to be the 
largest studio attached to any 
printer in the Midlands. A 
photographic department has also 
been opened. 

Furthermore, two new com- 
panies have been formed. The 
first, R. K. Advertising Limited, 
was founded to handle national 
and trade advertising for indus- 
trial and consumer accounts and 
is also concerned with television 
advertising and market research. 

The other company, J. & C. 
Display Co., Ltd., are silk screen 
printers, showcard and metal sign 


levels, and the figures for recent 
years are reflected in another 
table included in this survey. 
New orders in 1955 totalled 
£96.4 million, while home orders 


the junction with Corporation Street. 


New shopping and office buildings costing £6 million will be completed 
in about two years. 


A view of the art studio at the 

Weather Oak Press organisation 

which has grown considerably in 
three years. 


manufacturers and with their own 
separate works, have _ recently 
been able to announce full pro- 
duction in a new photo screen 
plant. 

This £22-in-origin organisation 
can therefore to-day operate a 
comprehensive advertising service. 


at £75.1 million showed a marked 
advance. Deliveries fell behind 
orders during the year, with the 
result that order books at the end 
of December reached a record 
level of £100.2 million — 15 
months’ output at 1955 rates 
Production showed a rise over 
the 1954 level, although some of 
the increase may be explained by 
higher prices. 


End of allowance 


As regards 1956, it is possible 
that the end of the investment 
allowance and credit restriction 
will lead to a falling off in home 
orders and in consequence to an 
intensified drive for overseas 
orders. 

At the end of January, reports 
current in the Midlands spoke of 
no significant change in the rate 
of inflow of new orders being 
placed with the general and 
electrical engineering industries. 

Those making capital goods 
have been busy and production 
of electrical plant, electronic 
equipment, machine tools. 
diesel engines and of all items 
needed for the railway, coal. 
electricity generation and 


@ Continued on page 70 
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atomic energy programmes is 

reported to be at a high level. 

Especially for those manufac- 
turing mechanical handling plant 
—conveyors, elevators, cranes, 
fork lift trucks—1955 was a good 
year, and manufacturers have 
strong order books. 

In the pottery industry, reports 
have appeared that about 2,000 
out of the 77,000 employed in the 
industry have at times been on 
short-time or unemployed. In 
early December some 320 
workers in the 26 firms in the 
Stoke-on-Trent area were work- 
ing short-time—usually four days 
a week instead of the usual five- 
and-a-half. 


Export trade hit 


Once again, the short-time 
working is a reflection of the new 
restrictions on credit and the in- 
crease in purchase tax. For this 
industry, export trade has been 
hit by a 124 per cent cut in 
pottery imports by Australia— 
the second overseas market, the 
first being Canada. Notwith- 
standing, export sales in 1955 
were about £2 million higher 
than in 1954 at nearly £22 million. 

Despite the many and varied 
handicaps, expansion and_ re- 
equipment of Midlands engineer- 
ing, electrical and other indus- 
tries during 1955 reached a 
record post-war level. 

From reports, more than £100 
million is estimated to have been 


productive capacity, an area 
which is two million square feet 
more than in 1954. In the North 
Midlands region, which includes 
Nottinghamshire, Derbyshire and 
Leicestershire, it is reported that 
more than 350 schemes for indus- 
trial development were approved 
during the year, representing 8.5 
million square feet of floor area, 
as compared with 5.5 million 


. square feet in 1954. 


More than two-thirds of the 
extra production space required 
last year was for the vehicle, 
general engineering, electrical and 
metal using industries, while 
nearly a quarter of the total was 
required by manufacturers of 
cars, commercial vehicles, 
bicycles and tractors. 


The importance attached to the 
acquisition of additional manu- 
facturing capacity, and also 
labour, was illustrated by the 


MIDLANDS 


Metal Working Machine Tools 


(£7000) 


Deliveries are in respect of monthly averages on calendar months. 


are in respect of the end of period. 


competition between other manu- 
facturers to acquire the Singer 
plant. 

In early November it was an- 
nounced that the British Thom- 
son Houston Company's indus- 
trial electronics section. at 
Rugby was being’ gradually 
moved to a new factory at 


Average Numbers of Wage Earners 
on Colliery Books 


Average 
number 
4 weeks ended 
Jan, 28, 1956 


Division 


Increase (+) or decrease (—) 
compared with average for 


5 weeks ended 
Dec. 31, 1955 


4 weeks ended 
Jan. 29, 1955 


Deliveries 


| Orders in hand 


Orders in hand 


Braunstone Aerodrome, near 
Leicester. When the factory is 
ready, it will have an_ initial 
labour force of between 350 and 
450 workers, including physicists, 
technical engineers and draughts- 
men who are already employed. 
Eventual employment is expected 
to be about 750. 

Chief technical planner at the 
Ministry of Housing, S. L. G. 
Beaufoy, in an address in mid- 
January to the Royal Institution 
of Chartered Surveyors, said that 
the West Midlands area, based 
on Birmingham, has been subject 
to strong pressure for industrial 
development, but in general, new 
enterprises had been steered 
away from the congested areas. 

The dispersal policy, too, had 


achieved some “notable  suc- 
cesses.” 
Between mid-1945 and Decem- 
ber, 1954, some 130 Birmingham 
@ Continued on page 72 


“Coventry may have its own Mosque” 


(News item—Coventry Evening Telegraph, Friday, April 27th, 1956) 


spent or committed on buildings, 
plant and equipment in the West 
Midlands region to provide an 
extra 11 million square feet of 


East Midlands 


102,000 + 660 200 
West Midlands 


56,600 + 100 1,700 


Source : Ministry of Labour Gazette, March, 1956 


EVERY DAY there is a new development in 
this thriving Midlands City. 

EVERY DAY the news columns of The Coventry 
Evening Telegraph carry stimulating items of 
local interest. 

EVERY DAY the people of Coventry scan their 
evening paper from front page to Stop Press 
so that they may know what is happening in 
their city. 

EVERY DAY the buyers of Goods, the house- 
wives, the businessmen, the craftsmen are 
influenced by the advertisements which 
appear in THEIR Newspaper. 


The Coventry 
Evenings Celearaph 


RATE 32/6 S.C.I. 


HEAD OFFICE : 
QUINTON ROAD, 
COVENTRY. (‘Phone : Cov. 50/1) 


LONDON OFFICE : 
80 FLEET STREET, E.C.4. 
(‘Phone : FLEet Street 2695) 


MANCHESTER OFFICE : 
CROMFORD HOUSE, MARKET STREET 
(‘Phone : Blackfriars 6987) 
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i MAY SURPRISE YOU to know 

that there is—that there could be 
—outside London, an advertising agency 
with an annual billing of over a million 
pounds which has trebled its turnover in 
five years. 


Have a look at some of the accounts 
we handle. That business came to us 
either as the result of recommendation or 
from appreciation of work done for one or 
other of our clients. And many of these 
concerns when we first met them were 
emerging from regional selling into 
marketing on a national scale—at a 
critical stage in their development, when 
their advertising appropriations, at that 
time of very modest proportions, had 
quickly to establish a name as something 
Their 
success has been our success. We have 
grown up with them. 


to be reckoned with in its field. 


We are one of several first-class 
medium-sized agencies doing really good 
work for concerns with annual appro- 
priations between five thousand and one 
hundred and fifty thousand pounds. 


An agency such as ours has advantages. 
It can afford facilities essential to modern 
advertising service without losing the 
personal contact by “the man who 
actually does the creative work.” Its 
service—saved from unwieldiness by 
compact organisation—is made available 
with equal efficiency to the smallest and 
the largest of our clients. 

Our clients like our work and will tell 
you so and we like working for them, for 
we are in truth part of their selling organi- 
sation and are treated as such. 

If there is anything more you would 
like to know about us, we shall be glad to 
tell you. 
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Ariel Motor Cycles 
Atco Motor Mowers 


Bayliss, Wiley & Co., Ltd. 

Big Tree Burgundy 

Birmingham Post & Mail 

Benton & Stone “‘Enots” Products 

Blue Bird Toffees 

Brooks Cycle Saddles 

Bintex Latex Foam Mattresses 

British Cycle & Motor Cycle 
Industries Assoc. Ltd. 


Crawford's Biscuits & Shortbread 


Cincinnati Milling Machines 
Cannon Cookers & Gas Fires 
Davy and United Engineering 
Express Dairy Company Ltd. 


Great Universal Stores Group (part) 
Greenlees ‘‘Easiephit” Footwear 
India Tyres 


McKechnie Brothers Ltd. 
*“Meddocream” Ice Cream 
Midland Employers’ 
Mutual Assurance 
Miller Dynamo Lighting Equipment 
Morris Marine Engines 
Neptric Vacuum Cleaners 
Nuffield Universal Tractors 
Opex Brushes 
Perry Chain Company Ltd. 
Permoglaze Finishes 


Penfold Golf Balls 
Phillips Cycles 


Ruston-Bucyrus Excavators 
Serck Radiators 

Tan-Sad Baby Carriages 
Universal Sewing Machines 
West Bromwich Building Society 
West Midlands Gas Board 


Wolseley Cars 


Longleys 


Limited 
YORK HOUSE - GREAT CHARLES STREET 
BIRMINGHAM * 3 
Telephone: Central 3031 (4 lines) 
Telegrams: “ Longleys, Birmingham 
* 
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firms had decided either to move 
completely or to set up branches 
in other areas. As regards the 
North Midlands area, he said 
that development plans for Scun- 
thorpe envisaged a major growth 
of population. So far, however, 
there had been no success in 
introducing new industry to 
diversify the employment struc- 
ture of that fast-growing steel 
town. 

An outstanding development 
was the growth of a chain of new 
electricity generating stations 
along the Trent. 

In Birmingham, in one of its 
oldest industries, that of jewel- 
lery manufacture, where a large 
proportion of the trade is com- 
pressed into an area of about 
20 acres in frequently out-of- 


Jewellers’ 

Association has approved in 

principle plans for the re- 

housing of the industry 

The plans envisage the clearing 
of the 20 acres of the jewellery 
area and the erection of single- 
and three-storey premises to 
accommodate displaced firms. 

Including schemes for the 
overall development of the 
area, the proposed expenditure 
amounts to £2.5 million and the 
plans will affect the conditions 
of about 30,000 workers, of whom 
about two-thirds are in the 
jewellery industry. 

At a time when a development 
of this nature is planned, it is 
interesting to read that the Mid- 
land Regional Board for Industry 


has initiated a pioneer survey to 
establish which are the best types 
of industrial buildings in respect 
of design, materials, operating 
costs and other factors. 

Another development in Birm- 
ingham is the new shopping and 
office buildings in New Street. 
the cost of which is estimated at 
£6 million, and which is due for 
completion in about two years. 
The names of the companies 
operating shops include J. Lyons, 
and British Home Stores. 
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50 per cent of nation’s | 
tractors made in region 


Or of the significant indus- 
trial units in the Midlands 
to-day is the Massey-Harris- 
Ferguson Organisation. 
Current production of Fergu- 


Students receiving instruction on how to operate a Ferguson tractor at 
the Stoneleigh Abbey establishment. 


son tractors stands at 260 a day— 
or one every two minutes. For 
the past five years the firm's pro- 
duction has accounted for more 
than half of the United Kingdom 
total of tractors. In addition, in 
the same period, 56 per cent out 
of the production of tractor 
ploughs were Ferguson, and in 
the past two years more than 
half the tractor mowers produced 
in this country were either 
Massey-Harris or Ferguson. 

The company’s school of farm 
mechanisation was for many 
years unique. It has, in fact, 
been a cardinal principle that 
before a tractor or any other 
equipment is delivered to a new 
dealer or distributor, one or more 
members of that distributor's staff 
has to attend the company’s 
course of intensive instruction at 
Stoneleigh Abbey. 

Entry to the school is, how- 
ever, not limited to distributor 
personnel, and many hundreds 
of students from every part of 
the Eastern Hemisphere have at- 
tended. These have ranged from 
colonial and foreign government 
agricultural officers to plantation 
managers. 


With a net sale 
E.M.A.P. papers give complete coverage of an 
area of industrial vigour. It 
rapidly growing steel town of Corby, the boom 
town of Peterborough, the footwear and iron 
casting towns of Kettering 
borough, and the thriving market centres of 
Thrapston and Oundle. 
looks to E.M.A.P. papers for news, views and an 
unrivalled service in the advertising field. 


in the county of 92,770 


includes the 


and Welling- 


The whole of this area 


GROUP ADVERTISEMENT CONTROLLER: 
John Nuttall, 
8 Breams Buildings, 
Fetter Lane, 


London, E.C.4. 
(Chancery 2555). 


EAST MIDLA 


One of the eleven EMAP counties 


NORTHAMPTONSHIRE 


@ NORTHAMPTONSHIRE EVENING TELEGRAPH 
@ PETERBOROUGH CITIZEN AND ADVERTISER 
@ KETTERING LEADER AND NORTHAMPTONSHIRE ADVERTISER SERIES 


/ 


Fifty per cent of America’s imports of boots and shoes 

come from Northamptonshire factories. 

the county has a host of other industries including 
iron and steel, clothing, agriculture, engineering. 
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That the R. K. Printing Group have the largest Art Studios attached to any printer in the Midlands 

and their Photographic Department is under the direction of a continental trained photographer, also 

that their Printing Works are equipped with the latest automatic cylinder presses. This is only a 

glimpse of the services that their organisation can offer from advertising to photography, creative 

designs and finished drawings, colour printing, silk screen printing, and metal signs and showcards, 

in fact every aspect of publicity and sales promotion can be dealt with and produced within their 
own premises. 
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Jac DISPLAY COMPANY LIMITED 


ing, CAL 1963-2064 


HEAD OFFICE & WORKS 
SUMMER ROAD + EDGBASTON = BIRMINGHAM = 15 
BRANCH WORKS: WARSTONE LANE ° BIRMINGHAM 18 
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NATIONAL and 
PROVINCIAL 
PRESS 
ADVERTISING 
PRINTED 
PUBLICITY 


)BOSWEL L 
i PUBLICITY 


Accredited 
Advertising Agents 


BILBIE ST 


NOTTINGHAM 
Telephone 41358 


For an advertising 
service 


With personal at- 
tention 


To every detail 
You should consult 


LAWSON TROUT 
PUBLICITY LTD. 


55 Temple Row, 
Birmingham, 2 


And insist on 
talking to 
The managing 
director 


M. F. K. FRASER 


Telephone 
MIDland 639% 
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THE MIDLANDS 


Surveying the record so far of 
the new medium, a Special 
Correspondent reveals that— 


Case histories prove the 
region’s TV ad power 


FTER three months 

commercial 
picture in the Midlands is 
settling down. The audience 
is growing—every week about 
10,000 more homes tune to 
Channel 8—and advertising 
success stories are beginning 


the 
television 


| to emerge. 


It is claimed by Television 


Audience Measurement Ltd. that 


of the 1,850,000 homes in the area 
360,000 or nearly 20 per cent (as 
against only 18 per cent in 
London) are able to receive both 
the BBC and Independent Tele- 
vision Authority transmissions. 
The transmissions from Lichfield 
are being received as far afield 
as Norfolk (95 miles), Bristol (95 
miles), Harlow (93), Bolton (80), 
Wrexham (70), Oxford (62) and 
Sheffield (55). 

Support from the advertisers is 
gaining momentum although 
ATV still carry a large number 
of bonus spots during the week- 


| days, and ABC TV are to intro- 


duce a similar scheme for the 
week-ends in June, July and 
August to tide them over the 


| summer months. 


Programme rate system 
The ATV bonus system will 


| continue to operate until Septem- 


ber 17 when a new rate structure 


| will be introduced. There will be 
| two runs of programme rates each 


day—afternoon and evening. The 
afternoon rate for a 60-second 


| spot will be £175 and for the 
| evenings, £375. 


A number of fixed spots will 


| also be introduced. On Monday 
| to Friday evenings there will be 
| a 30-second spot at 7.30 p.m. cost- 


ing £275 each, at 8.30 p.m. 60- 
second spots costing £500 and at 
9.30 p.m. 30-second spots costing 
£275. 

The present rates of ATV per 
60-second spot are—£175 for B 
time; £300 for A time; and £500 
AA time. 

For their part, ABC TV are 
operating seven time classifica- 
tions—A, B, C, D, E, F, and G. 
Here is how they are applied. 

Saturdays : 3-3.30 p.m. (G), 

3.30-4 (E), 45 (F), 5-6 (C), 

7-7.30 (D), 7.30-8.15 (C), 8.15- 

10 (B), 10-10.45 (D), 10.45-11 

(G). Sundays: 2.45 (F), 2.45- 

3.45 (C), 3.45-4.30 (D), 4.30-5 

(E), 5-6 (B), 7.30-8 (C), 8-10 

(A), 10-10.30 (B) and 10.30- 

10.45 (FP). 


On the programme side there 
has already been a demand for 
more local shows. Philip Dorté, 
ATV's Midland controller, has 
said that in a few months the 
pattern of his company’s pro- 
grammes may change. They are 
paving the way by introducing a 
five-minute local news bulletin 
which is being screened at 5.55 
each evening. 

On the whole 
viewer likes what 
Channel 8—and the spots are 
getting a good recall. For 
instance, the Cadbury spot on the 
opening night received a recall of 
97 per cent of which 83 per cent 
were accurate descriptions. 

At least three case histories 
have come to light regarding the 
power of television in the Mid- 
lands. 

When Quorn Specialities Ltd., 
sauce makers, booked two spots 
through their agents Gee Adver- 
tising Ltd. on ATV magazine 
programmes they discontinued all 
other sales promotion during that 
time in order accurately to assess 
the results. After the first inser- 
tion, demand “gathered in 
momentum” until it finally 
reached a level “beyond our own 
optimistic estimates.” 

The local firm of Davenport 
Beers is another case in point. 


This product is not sold 


the Midland 
he sees on 


May 11, 1956 


through retailers but is deli- 
vered direct to the customer 
only. After a spot on opening 
night in the Midlands the com- 
pany was flooded with orders 
and inquiries by letter and 
telephone all the next morn- 
ing. Further spots have pro- 
duced more orders by letter and 
telephone than ever before. 

New orders have been acquired, 

existing customers have in- 

creased their orders and former 
customers have been brought 
back. 

Another shopping magazine 
success concerns Lush Furniture 
They are regular participants in 
ATV's Friday night magazine 
“Fancy That.” 

Their first six participations 
were built round a competition. 
Each week the names of two 
Midland streets were drawn at 
random from a barrel and all 
residents in that street were 
invited to say why they would 
like a suite of Lush furniture in 
their homes. A prize of Lush 
furniture was offered for the best 
entry. 

Motoring magazine 

After the first programme, 
customers travelled from as far 
afield as Nottingham and Derby 
to make purchases at the firm's 
Leicester showrooms. Both the 
manufacturer and their agents, 
Jack White and Associates, are 
well satisfied with the results. 

The faith which local com- 
panies have in the medium is 
borne out by the fact that the 
giant British Motor Corporation 
have just started sponsoring an 
entire 15-minute motoring 
magazine. 

In a few months the Lichfield 
station will have the highest- 
powered transmitter in the 
country. It is to be stepped up 
from 60 kW. to 200 kW. This 
will undoubtedly bring better re- 
ception to an ever-growing 
audience. The Midland station 
will become an increasingly im- 
portant link in the commercial 
television network. 


Pulling the crowds in Coventry 


Built to bridge an unsightly gap between two buildings, this Rex 


Market, Coventr vy, 


poster site owned by Mills & Rockleys Ltd. gets a 


lot of attention from shoppers. 
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tools of the trade 


The pencil, the brush — extensions of 

the creative mind ; the mind that picks out 
the facts that matter and transforms 

them into hard-selling persuasive advertisements. 
But there’s more to advertising than this — 
as we at Elliotts well know. 

Marketing, Sales Promotion and now 
Commercial Television* are also 

essential departments in this progressive 
Midland agency. Proof of the success of 
these home and overseas service facilities is 
reflected in the large and ever-growing list 
of clients all over the country. 


iis Ras sires leer ci? 
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sat 


* Commercial Television... 


Full facilities are available to our clients for Commercial 
Television. We shall be happy to discuss and advise on the use 
of this new medium with others interested in its possibilities. 


the largest 
independent 


nthe ee Elliott Advertising Ltd 


Registered Practitioners in Advertising 
MANTON HOUSE, GREAT CHARLES STREET, BIRMINGHAM, 3. 
also at 10, St. James's Place, London, S.W.1. 
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“BURTON DAILY MAIL” 


is the most 


WIDELY READ NEWSPAPER 
in the prosperous Burton 
and South Derbyshire area. 
Net Sales Figures, July to December 1955, were: 
22,153 Daily 


“BURTON OBSERVER” 


is the best illustrated 
weekly in the District. 


Net Sales Figures, July to December 1955, were: 
9,795 per week 


These are the Papers with the Sales Eagerly Sought 
after by a// local residents and advertisers. 


Advertising Rates from 
Head Office: 
65 to 68 High Street, Burton-on-Trent. 
London Office: 
E. Greenwood Ltd., 231, Strand, London, W.C.2. 


TEMPLE STREET 


OLVERHAMP 


TELEPHONE * W'TON. 22939 TELEGRAMS *ILLUSTRATE,W'TON. | 


May 11, 1956 


THE MIDLANDS 


From the ruins of war-time has 
come a new centre to make 


buying easy 


[HE City of Coventry con- 


tinues to grow. It is now 
a city of nearly 20,000 acres 
and its population is over 


What is the secret of Coven- 


| try’s phenomenal progress and 


prosperity? It surely lies in the 
skill and adaptability of its 
craftsmen and in the purposeful 
resolution and enterprise of those 


| who have guided them so success- 
| fully to meet the challenge of 


changing times, needs and con- 
ditions through the passing years. 

The story of destruction 
wrought in the raids of 1940 and 
1941 is too well known to need 
repetition here. The story of its 
citizens’ determination to turn 
misfortune into opportunity is 
still being written in steel and 
stone, bricks and mortar and 
concrete, as one by one in the 
City Centre new shops, depart- 
mental stores, hotels, offices and 
public buildings are quickly rising 
in the Coventry of the future—a 
new city which will provide every 


| modern convenience and amenity 
| for its inhabitants. 


In the suburbs, development of 
equal, if not greater importance 


Coventry—the city with 
every shopping amenity 


and magnitude, is proceeding 
and in the sphere of housing alone 
the equivalent of several small 
towns have been put up and 
building is still going on. Neigh- 
bourhood units, schools, shop- 
ping centres, libraries, day nur- 
sery schools, health centres and 
clinics of all kinds, children’s and 
old people’s homes, community 
centres, parks, playing fields and 
open spaces—all these and many 
other things are being provided 
to make Coventry a city second 
to none. 


Protection from weather 


In the shopping precincts 
around the Garden Island— 
where stands a delightful statue 
of Lady Godiva—there are ample 
facilities for shopping and the 
very latest architectural features 
have been introduced to make it 
so that shoppers will be protected 
from inclement weather. 

Plenty of arcades are pro- 
vided. Plenty of opportunities 
are given to the shops to 
attract shoppers by first-class 
window-dressing in windows 


@ Continued on page 78 


The tractor assembly line at the Banner Lane works of Standard 

Motor Co., Ltd. Lift gear in operation on the overhead conveyor 

makes light of heavy work. The works are part of the Massey-Harris- 
Ferguson organisation. 
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ADVERTISER'S WEEKLY 


The Re-srouped ¥ Weeklies of BERROW’S NEWSPAPERS LTD. 


a4 WORCESTERSHIRE GROUP 


5 KIDDERMINSTER 


LUDLOW %& ba 
q STANDARD } : STOURPORT 
TENBURY : a 
; Ombersley DROITWICH 
WELLS MAIL \ PY 
: "WORCESTER amen 
‘eee | EVENING NEWS & TIMES 
MOE 6. Bromy BERROW’'S JOURNAL 


SATURDAY SPORTS NEWS 
TIMES MALVERN 


Pershore 
GAZETTE 
EVESHAM 
STANDARD 


LEDBURY %& 
REPORTER 


HEREFORD ; 
CITIZEN & e 
BULLETIN bon ‘ 


HE RE. 4 ORDSHIRE GROUP} 


‘olwali 
Broadway 


Jewkes bur 7 


WORCESTERSHIRE 
GROUP 
37,000 copies weekly 
| insertion 25/- 


6 insertions @ 22/6 
13 insertions @ 17/6 
HEREFORDSHIRE 
GROUP 

15,000 copies weekly 

| insertion 1S/- 
6 insertions @ 12/6 
13 insertions @ 10/- 


COMBINED GROUPS 
52,000 copies weekly 


| insertion 35/- 
6 insertions @ 30/- 
13 insertions @ 25/- 
One Block 
One Order 
One Account 


Head Office: Berrow's House, 
Worcester. Tel: 3434. 
London Office: Press Alliances Ltd.. 
64, Fleet Street. Tel: FLE 7955 
Manchester Office: Arnold Ellis, 
Cromford House, Market Street. 

Tel: Blackfriars 6987. 


WHEN IN 


BIRMINGHAM 


Sheffields 


POSTER SITES 


THE WALSALL OBSERVER 
THE RUGELEY TIMES 


CANNOCK CHASE COURIER 
HEDNESFORD COURIER 
PENKRIDGE COURIER 
BREWOOD COURIER 


Advertisement Manager : 
S. F. Richards, 
Observer Buildings, 

Walsall. 
Tel.: Walsall 2137 


For SOUTH STAFFORDSHIRE 
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SERIES 
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COVER THIS 
AREA, WITHOUT 
THE 
NEWSLETTER 
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Coventry—buying centre 
of rising significance 


that offer scope in all direc- 

tions. 

For some time it has been felt 
that facilities in the central area 
were inadequate and because of 
this certain areas are declared 
temporary shopping areas. In the 
normal process of development it 
is believed that as the new City 
Centre grows the popularity of 
these areas just outside the central 
area will diminish and that as the 
roads are widened or diverted or 
as the property reaches the end 
of its useful life many of the 
shops will eventually be demo- 
lished. 

As increased shopping facili- 
ties are offered in the central 
area, those who have been 
shopping in adjacent towns will 
regard Coventry as a regional 
shopping centre, complemen- 
tary to that offered by Birm- 
ingham and Leicester. 


400 factories 


Most of the multiple firms sell- 
ing all kinds of merchandise, 
furniture, boots and shoes, radio, 
and television sets, etc., are 
attracted to Coventry on account 
of its prosperity and spending 
power. That prosperity is not 
based upon the transient success 
of a few individual industries, but 
is rooted in more than 400 fac- 
tories Operating within the city 
boundary. 

Many of these occupations are 
quite independent of each other 
(they vary from rayon to motor 
car manufacture) from engineer- 
ing to watch making and conse- 
quently Coventry is quite un- 
affected by the depression from 
which individual trades must 
suffer periodically. 


Two out of three families in 
the city take at least eight news- 
papers per week and in the resi- 
dential areas this number is 
increased to five families out of 
six. 


Reasonable rent levels 


The Coventry Corporation are 
the ground landlords of all land 
situated in the City Centre and 
apart from Broadgate House 
(which the council built and owns 
with shops on the ground floor 
and offices above) developers are 
building stores, shops and offices 
and letting same at reasonable 
rents to all kinds of firms. In 
1950 the corporation set up its 
own estate department and this is 
responsible on behalf of the city 
council for the management of 
corporation estates, for the rating 
of corporation properties and the 
fixing of rents and valuations of 
properties. Other duties, of 
course, appertaining to leases and 
tenancies, easements and com- 
pensations, tenant right valua- 
tions, all come within its juris- 
diction. 

To the enterprising man of 
commerce or trade, Coventry has 
an every-day significance. You 
are soon made to realise that the 
growth of Coventry is no miracle 
but that the same attractions 
which brought big industries have 
brought the resident—and a 101 
commercial interests have fol- 
lowed. 

One has only to visit the “City 
of Three Spires,” as Coventry 1s 
called, in order to appreciate the 
central guiding force behind the 
carefully planned development of 
this growing city situated in the 
heart of England. 


Lighting up the works at night 


Neon signs, made by the Claudgen organisation, illuminate the BSA 

cycles factory at Small Heath, Birmingham. The letters measure 10 feet 

in the slope, with a wing design on the “B,” and are formed by 

inverted trough sections with a double line of red tubing. Outlining 

the main elevation are 610 feet of Cleora sign white tubing, with 
520 feet of Cleora light blue. 
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ADV ERTISING 


... “GO” being the spirit as 
well as the symbol of the 
Gough Organisation —a com- 
prehensive service for Industrial, 
Trade & Consumer Advertising 


GomoRooON | = TWM.C.GOUGH 


Process Engravers M.LP.A., M.S.M.A., 


Registered Practitioners in Advertising 


13 COLMORE ROW BIRMUENGHAM 3 
*Phone : Central 8041-2-3 
COLOPHON HOUSE - LEICESTER: TEL:25678 (SLINES) 
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Exhibitions ; said to his Secretary 
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A Special Hall, oiuiantty equipped, F 
is available in the heart of Birmingham ~ 
for Short-Term Engineering Exhibitions. x of the not Board Meeting . . 
‘ 
4 / 
The charges are nominal, the position s Chat” Bemrove Advertoung Ltd, 


and environment couldn’t be better, 


; and free assistance can be iven with of Wellington Street; Derty 
‘ publicity. An adjacent private office and ’ 


Crepe ee tw 


projection room are also available. f 
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Further particulars from it 


THE ENGINEERING CENTRE | : 


: Stephenson Place (next to New St. Station), Birmingham 
2 Britain's only Permanent Engineering Exhibition 
Telephone : Birmingham Midland 1914 
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YOU WILL FIND YOUR MARKET IN THE 


MELTON MOWBRAY 
TIMES 


the newspaper that embraces a large proportion of 
agricultural and industrial Leicestershire. 
MELTON MOWBRAY, LEICESTERSHIRE 


TELEPHONE MELTON MOWBRAY 34 


London Agent: 
D. L. Clackson, 
80, Fleet Street, E.C.4. 


Phone London Fleet Street 2626. 


“THE RUGBY ADVERTISER” 


A House Goes Up 
The Tenant Goes In 
And So Daes 
“The Rugby Advertiser ’’. 


Net Sale 20,457 (A.B.C.) 


Head Office: 

Albert Street, 
Rugby. 

Phone Rugby 202!-2 


QUALITYPE 


- REPRO | 
R . 
- PROOFS | 


Specialised Typesetting and 
Proofing Service. New type 
set to lay-out and perfect pulls 
supplied on special paper for 
photographing and reproduc- 
tion. Wide choice of type 
faces, including : 

Grotesque No. 9 and 

Grotesque No. 9 italic 
Send for type spécimen sheets 


Moderate Charges — Why not 
give us atrial ? 
Reliance Typesetting Co. Ltd 


QUALITYPE WORKS 
Vicarage Place Walsall Tel: 5950 


You MUST include 
THE 


REDDITCH 
INDICATOR 


Exclusive span of a prosperous and 
expanding Industrial area of the West 
Midlands with environs of Birmingham. 


Agents: 
J. T. ROBSON & SON§LTD. 
80 FLEET STREET, E.C.4. 
Tel.: Fleet Street 4438 
REDDITCH worcs 


THE 
PRIME MINISTER 


praises 


THE WARWICKSHIRE & 
WORCESTERSHIRE MAGAZINE 


the illustrated monthly magazine 
of the Midlands 


“It is a tribute to the popularity 
and success of this magazine 
that it is now making its appear- 
ance twice as often as before. I 
am sure that all readers will 
welcome this opportunity to 
learn more of the news and 
views of Warwickshire and 
Worcestershire. 


I always feel that here we are 
truly representative of the 
English town and countryside. 
Nowhere in the country is there 
to be found greater industrial 
activity side by side with a 
flourishing and diverse agricul- 
ture. In your Journal we can 
read cf the work of farmer and 
fruitgrower, of industrialist and 
artisan, whose ambitions and 
prosperity are a fair reflection 
of the wider fortunes of the 
nation.”’ 


Advertisement Director: 

BASIL TOOLE-STOTT 
ENGLISH COUNTIES PERIODICALS LTD. 
6, Lillington Avenue, 
Leamington Spa. 


THE MIDLANDS 


Many small and medium sized 
firms in the region are missing 
valuable publicity 


The scope for press and 
public relations is wide 


By GEORGE BARTRAM 


HERE'S a lot of scope for 

public relations in Birm- 
ingham—the city of more than 
1,000 trades, where business is 
booming and unemployment is 
a thing of the past. 

Many successful public rela- 
tions campaigns have evolved 
from this city, and people have 
become more car - conscious, 
more bike-conscious and _ cer- 
tainly eat more chocolate than 
they used to. Many big industries 
seem to emanate from Birming- 
ham, and yet there are many 
more that rarely hit the head- 
lines. Jewellery is synonymous 
with Birmingham, and the fact 
that we read in so many novels 
that “trinkets bought in some 
Asian bazaar bore the unmistak- 
able stamp of “Made in 
Birmingham’” is a_ powerful 
argument for public relations. 

Public relations depends on 
many things: exhibitions, lec- 
tures, radio, television and press. 
And the latter, to most people, 
seems to be the most important. 
The press cutting is still one of 
the most important pieces of 


propaganda, and to the public 
relations officer it is a first-class 
weapon in his never-ending war 
on behalf of his firm or client. 

There is a vast reading public 
in Birmingham, and there are 
newspapers to cater for all tastes. 
With two mornings, two even- 
ings, a Sunday paper and two 
weekly newspapers forever on the 
search for news and informative 
articles, it can be seen that they 
can be important spearheads in 
any public relations campaign. 

In Birmingham, however, there 
are hundreds of small and semi- 
large firms who do not employ 
press Officers or even advertising 
managers. If these firms can be- 
come “news-conscious” they can 
obtain many useful inches of 
space during the course of a year. 
The press are not interested in 
mere publicity mentions or 
“puffs.” But hard news concern- 
ing production, new lines or 
changes of personnel can usually 
find their way into the news 
pages. 

Journalists have often confided 
to me that there must be hun- 


@ Continued on page 8! 


The Beverley Sisters sign autographs at a Birmingham exhibition 


stand, taken by the Lush furniture organisation. 


A lot of valuable 


press publicity was obtained as a result of the visit paid by these 
stage and television stars. 
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A tractor demonstration 
that made press news 


dreds of news stories lying idle 
daily because there is no contact 
between firm and press. Per- 
sonalities, in particular, are 
always wanted for diary pages 
and, very often, mention of a 
personality means a mention of 
the firm also. 

Many concerns have totally 
wrong ideas about press pub- 
licity. The idea that a heavy 
advertising expenditure can buy 
news space in a newspaper is still 
rampant in the minds of a large 
number of executives, and a news 
picture to these people involves 
a group of workmen standing in 
front of a packing case which 
bears the company’s name. 


Covering the trade 


One campaign in the Midlands 
achieved some first class results 
in the trade  press—although 
jt was originally conceived as 
material for an article in Bow- 
plant, house organ of Bowmaker 
(Plant) Limited, of Willenhall. 
The firm are agents in the Mid- 
lands, Wales and the south-west 
for the Caterpillar Tractor Com- 
pany of America. A demonstra- 
tion of the firm's field service 
system was staged and eventually 
it was decided to invite the press. 
Several correspondents attended 
the actual demonstration and 
many more papers asked for de- 
tails and pictures. 

The system demonstrated what 
happened when a tractor broke 
down anywhere in the Bowmaker 
territory. It needed split-second 
timing, for the breakdown had to 
take place miles away from the 
depot. Although some prelimin- 
ary work had to be done, the 
breakdown could not be 
“staged” as such. The whole 
scheme took a morning, followed 
by lunch. It was not costly and 
the results far exceeded anything 
expected. 


Ice cream promotion 


Another campaign, far larger 
in proportion, took less time and 
achieved quite remarkable re- 
sults—yet the product, alcoholic 
ice-cream, was doomed to failure. 
No press reception was needed to 
announce that ice-cream, laced 
with alcohol, was to be manufac- 
tured by Morcream Products, 
Ltd., of Tipton. The fact that a 
licence was applied for and 
turned down was sufficient for 
the press. An avalanche of pub- 
licity followed in papers both 
here and abroad. Most car- 
toonists worked on the subject 
and there were Sunday news- 
paper follow-ups. Comedians on 
the BBC also took it up. 

When the licence was obtained, 
some months later, a press re- 
ception was held and further 
editorials resulted. The public, 


however, did not take kindly to 
whisky in their ice-cream and 
oreduction stopped. 


Some campaigns cannot be 
judged on immediate results. For 
example, the City of Birming- 
ham’s anti-litter campaign. The 
city public relations officer, J. W. 
Bradnock, will be running it for 
the third year in succession this 
year and, he says, it is still too 
early to say what the overall re- 
sult will be. Yet the figure of 
“Mr. Tidy”—the little man who 
exhorts us to watch our litter— 
has almost become a household 
word in Birmingham. 


Names of a household word 
status are invaluable aids to pub- 
licity. The opening of a new shop 
by a personality may not always 
attract the press, but he or she 
will always attract people. In 
Birmingham it is now quite a 
regular practice to engage a star 
for an opening ceremony. Of the 
many which have been used the 
most successful have included 
Harry Secombe, Wilfred Pickles, 
Dickie Valentine. Donald Gray 
and Eamonn Andrews. In each 
case the police have had to be 
called out to control the crowds. 
The shop may not do a great deal 
of business during the opening 
ceremony, but such a personal 
appearance event certainly makes 
people talk. 5 


Aid to market 
research 


HE extent of the local 

influence exerted by 
certain towns and villages in 
this country as regards shop- 
ping, entertainment, and ser- 
vices not available 
forms the basis of the new 
“ Geographia ” Marketing 
Areas Map and Handbook. 


The map (part of which 
appears on the front cover of 
this survey) covers all Great 
Britain, except for the Metro- 
politan area of London, where 
the relationship between the 
centres and the _ surrounding 
countryside (hinterland) is too 
complex to allow treatment in 
the same manner as the rest of 
the country. In all, the map 
defines 900 main marketing areas 
and the tables which have been 
included give estimates of the 
population of each centre together 
with that of the hinterland based 
on the latest Census of Popula- 
tion. 


The tables also include 


estimates of the number of retail | 


outlets. 
END OF SURVEY 
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STANDARD 
METAL WINDOW CO. 
HARLOW BROS. 
MERROL & CO. LTD. 
ROBERTS 
(CONFECTIONERY) LTD 
PEARSON & BECK LTD 


FARLEY STEEL INDUSTRIES 
ABBEY PANEL & SHEET 
METAL CO. LTD. 


NOVA PRODUCTIONS LTD 


ENSIGN MAIL ORDER CO 
COSMIC CAR ACCESSORIES 


S.E. WILLIAMS (Patents) LTO. 
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WILLINGTON 
large or small... bi 
39 CORPORATION STREET BIRMINGHAM 
the telephone momber ?— pAIDiand 7315 


WE SHOOT TO SELL! 


@ |6 mm. FILM PRODUCTION 
@ T.V. COMMERCIALS 

@ CREATIVE PHOTOGRAPHY 
@ 3D COLOUR FILMS & SLIDES 


PLUS MOBILE FILM SHOWS, SOUND RECORDING, 
TELEVISION NEWSREELS 


BIRMINGHAM COMMERCIAL FILMS 


LIMITED 
Studios—8 LOZELLS RD., BIRMINGHAM 19 
SPECIALISTS IN VISUAL SELLING BY FILMS & PHOTOGRAPHY 


Loughborough Echo 


CIRCULATING IN AN INDUSTRIAL 
AND AGRICULTURAL AREA 


NET SALES 


19, 15 1 (A.B.C. Certificate) 
A LIVE PAPER IN.A LIVE DISTRICT 


Rate card on application 
Head Office: 


Tel. 4343-4 Telegrams: Echo 


LOUGHBOROUGH 


MEMBERS ABC 


THE COALVILLE TIMES 


THE NATION'S MOST PROFITABLE COALFIELDS 
—LEICESTERSHIRE AND STH. DERBYSHIRE— 
Where miners earn more and spend more 


LONDON REPRESENTATIVES : 
ALDRIDGE PRESS LTD. 27 CHANCERY LANE, W.C.2 
TEL. HOLBORN 8655-6. 
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SERVICE 


CHARTERED BANK BUILDING 
“CROSBY HOUSE” 
No. 71, ROBINSON ROAD 


SINGAPORE 
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FOCUS ON THE FAR EAST 


ADVERTISER'S WEEKLY 


ro an advertising company 
operating in Hong Kong 
working in conjunction with 
overseas agencies and other 
advertisers, it becomes obvious 
in correspondence and in 
decisions made that a large 
number of organisations know 
very little about the colony— 
except that it happens to be 
in the Fast East and near 
China. 


Due to the very heavy increase 
in population over the last six or 
seven years, it has been impos- 
sible to keep an accurate count 
of the population of the colony. 
At the present time it is estimated 
to be some 24 million of which 
97 per cent or over are Chinese. 
There are approximately 15,000 
non-Chinese permanent residents 
—which figure includes about 
9,500 British subjects from the 
United Kingdom and the Com- 
monwealth. The figure does not 
include the Services’ personnel 
and their dependants. 


Many nationalities 


The Portuguese, excluding 
those of British nationality, num- 
ber about 850 and the Americans 
(who are the next largest com- 
munity) total about 300. There 
are a total of approximately 50 
different nationalities represented 
in the non-Chinese community. 


Among the Chinese com- 
munity, by far the largest section 
is of Cantonese origin, but 
economic and political changes on 
the mainland in recent years have 
brought large numbers of Chinese 
from other parts of China, especi- 
ally from Shanghai. 


Approximate figures for the 
major sources of employment on 
the island and in Kowloon, on the 
mainland, are as follows :— 


Agriculture ... ... 200,000 
Building construction 200,000 
Industrial factories ... 115,500 
Fishing ... 50,000 
Government service 29,000 
Public transport 25,000 


Despite the fact that great care 
is needed with advertising campaigns in 
Hong Kong, a correspondent on the spot 
declares they can yield good dividends 


Hong Kong—a market well 
worth cultivating 


Due to the influx of people 
from the Chinese mainland dur- 
ing recent years there is a con- 
siderable proportion of the 
population without regular em- 
ployment. In consequence, wage 
scales are low, and a rough idea 
of these scales is as follows :— 


_HK$ 
per day 

Skilled 

workers 6.00-8.50 
Semi-skilled 

workers . 5.00-6.50 
Unskilled 

workers . 3.00-5.00 


It is considered that about 50 
per cent of the people cannot 
buy what, by Western standards, 
are considered the essentials of 
life—items such as soap, milk, 
manufactured garments, gas or 
electricity. There being no 
middle class as in the West, 
motor-cars imported into the 
Colony in 1955 from the United 
Kingdom, USA and _ Europe 
amounted only to some £2 
million, while watch imports 
were valued at £4,800,000, and 
fountain pens at £700,000. 

From the above facts it will 
readily be seen that a minority 
of the population buys a 
majority of the goods, and due 
to the ratio of Chinese to other 
races it is very obvious that 
the main buying power in 
Hong Kong is among the 
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A typical scene in 
Queen's Road, 
Hong Kong. 


ong. 

An interesting fact regarding 
the Chinese population is that 
while many, who can be con- 
sidered as the buying power, can 
read English, they almost invari- 
ably read the Chinese news- 
papers, which carry news of par- 
ticular interest to them, as well 
as features which are to their 
taste. 

The main Chinese dailies have 
large circulations, and a point 
which must be borne in mind 
when discussing circulations of 
any Hong Kong publication is 
that few publishers will produce 
an audited circulation figure for 
the use of advertisers or advertis- 
ing agencies. 

While newspapers and periodi- 
cals represent the major medium 
available in Hong Kong, there 
are also other media including 


Rediffusion and Radio Villa 
Verde. These broadcast com- 
mercial programmes, spot 


announcements and jingles in 
English or Chinese. Radio Villa 
Verde operates from the Portu- 
gese Colony of Macao which is 


Rising 
industries 
' 


Interior of a 
factory in Saigon. 
Industrialisation is 
developing fast in 
the Far East and 
opportunities are 
opening up all the 
time for the satis- 
faction of a vast 
new consumer 
demand. 
A Shell Photograph 


A Shell Photograph 


about 40 miles from Hong Kong. 
In addition, cinema advertising 
is growing and certain cinemas 
are now screening both slides and 
advertising films. These other 
media are more strict about their 
rates and do not, in general, give 
agency discounts indiscriminately. 

Outdoor advertising in the 
form of hoarding and neon signs 
is in such abundance in Hong 
Kong that a great deal of its value 
tends to be lost. Thus, in many 
areas there are so many neon 
signs so close to each other that 
it is not easy to read any one sign 
from a distance, the view being so 
much obstructed by others. The 
only method of obtaining good 
value from outdoor advertising 
is to select sites with extreme care. 


Special approach needed 

Advertising to the Chinese 
population is not just a matter of 
translating English advertisements 
into Chinese. There are forms of 
advertising in Britain (and more 
so in the United States) which 
would shock the average Chinese 
reader: one is, for example, 
never “proud to announce” any- 
thing in Chinese but “humbly 
announces.” 

The finding of a _ suitable 
Chinese name is of major import- 
ance. Many names can be trans- 
lated to sound similar to the 
English and have a good selling 
meaning, others can be literally 
translated (e.g. Black & White 
cigarettes). Others such as 
His Master's Voice products are 
known as “Dog Brand” from the 
trade mark, or “Old Man” from 
Player’s bearded sailor. 

Some names have disasteful 
meanings if translated phonetic- 
ally and one brand of American 
cigarettes having adopted a 
phonetical translation is not 
popular because it is taken to 
be of what the cigarettes are 
made. 
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Singapore 
shows in 


Cambodia 


A JOINT exhibit was 
organised last year in Cam- 
bodia for the United Kingdom, 
Singapore, and the Federation 
of Malaya. Responsible for 
the arrangements was Paul 
Peralta, Singapore's exhibitions 
officer. 

Each country had 540 square 
feet of space, and Mr. Peralta 
had less than three weeks to 
plan, execute and ship the 
Singapore exhibit, which con- 
sisted of a large map showing 
Singapore as the central market 
for South-East Asia, a revolving 
stand shaped like a _ castle 
(Singapore's coat-of-arms), and a 
display of industrial products. 

Slogans in Cambodian ex- 
horted buyers to “buy from 
Singapore,” or “Singapore can 
supply by sea or air on demand.” 
They were also asked “why wait 
months for delivery when 
Singapore can supply in 10 
days ?” 

The display also featured 
enlarged photographs of the 
colony. All the exhibits were 
flown to Phnom-Penh (where the 


Consultants for the Orient 


exhibition was held). 

The Federation of Malaya's 
exhibit was prepared on the spot 
by Tom Hodge, head of the 
Malayan film unit, with members 
of the Federal information 
department, arid showed photo- 
graphs, maps and Malayan 
handicrafts. 

According to Mr. Peralta, 
thousands of people daily visited 
the joint stand and he has added 
that all the other national 
pavilions were very large ones. 
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Big opportunities for 
UK traders in Malaya 


This article by a Special C 


nt draws attention to a rising 


demand for a wide variety of goods in the Federation of Malaya. 


GREAT potential market 
exists for British manufac- 
tured goods in South East Asia, 
particularly in the Federation 


300.090 way 


voreRs le 


The stand organised on behalf of the United Kingdom, Singapore, 


and the Federation of Malaya at the Cambodian exhibition. 


of Malaya, whose trade is 
channelled through the central 
distribution centre of the duty- 
free entrepot port of Singapore 
with its well-equipped harbour. 
Keen competition exists for the 
expanding Malayan market which 
is one that should be explored 
very intensively by the British 
manufacturer before it is lost to 
foreign competitors. 

The country covers approxi- 
mately the same area as England 
with a cosmopolitan population 
of over seven million, and, gener- 
ally speaking, the Chinese, 
Malays and Tamils in Malaya 
are advertising conscious. Their 
standard of living, due mainly to 
the rubber industry which is 
fundamental to the,economy of 
the country, is considered higher 
than that in other parts of Asia 
and in one recent year an esti- 
mated £93 million was spent on 
British goods alone. They have 
their own cinemas and news- 
papers and comprise about 80 per 
cent of the subscribers to the 
influential European press which 
covers the middle and upper in- 
@ Continued on page 86 


UST ten years ago, Elma Kelly returned to Hong Kong. 

In drenching rain five of her 1941 staff stood on the wharf 
to greet her. The post-war colony was full of problems, but 
these six old associates had such faith in each other that none 
had doubt of the future. When they met in the hotel foyer 
next day they discovered their only assets were their talents, 
their courage and determination. But at that meeting Cathay 


Limited came into being. 


Now Cathay Limited employs 100 people, all contributors 
to the efficiency of an advertising organization with branches 
in Singapore and Bangkok. Tén senior account-executives 
lead teams of artists, calligraphers, translators, silk-screen 
workers, display men, salesmen, printers and clerks to work 


for Cathay clients. 


Year by year for ten years Cathay Limited has built up a 
service which gives the best in advertising by any medium for 
any firm interested in the vast markets of the Far East. 


HONG KONG 
P. O. Box 117 
Cables: ELDO 


Pr. Oo. 
Cables: 


SINGAPORE 
Box 


ELDOSIN 


BANGKOK 
Box 656 
ELDOBAN 


P.0d. 
Cables : 


1941 
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MASTER’S LIMITED 


ADVERTISING & ASSOCIATED SERVICES 


All Advertisers & their Agents, 
United Kingdom. 


Dear Sirs, 


FAR EAST ADVERTISING. 


and 69 Asians. 


2°) 8.3 6s 


Y eee sé 6 


Many advertising men in the United Kingdom do not 
realise the tremendous strides which have been made in 
Far Eastern advertising during the last few years. 


We are the largest Agency in the Far East, employing 
a staff of 82 in our Singapore office alone, 13 Europeans 

We have a large studio servicing the English 
and Vernacular Press and an Outdoor Department providing all 
types of outdoor advertising and exhibition work. 
standard of our work compares favourably with the best and 


has been used internationally by some of the world's largest 
advertisers. 


Master's Limited employs a "team" system to deal with 
the many and varied problems involved creating ideas and 
schemes for world famous advertiser's English and Vernacular 


We are the only Singapore Advertising Agency with a 
Branch in Kuala Lumpur, an advantage to our clients with 
interests in the Federation of Malaya. 


If we can help you either write to us direct or to 
our London office at 33 Regent Street, London S.W.1l. 


Yours very truly, 
MITED. 


re 


aging Director. 


LuMPUR 


aod Lonp»>pOoOSE 
ASSOCIATES IN USA CANADA SOUTH AFRICA PHILIPPINES AUSTRALIA NEW ZEALAND INDIA INDONESIA THAILAND CHINA JAPAN 


singapere 
‘MASTERADS’ 


TEL: 30361 


llth May, 1956. 


The 
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Malayan 
Market —continued 


come groups. Only an estimated 
third of the population, however, 
has the ability to read and write. 

A campaign based upon an 
English approach without on-the- 
spot adaptation is unlikely to 
achieve satisfactory results chiefly 
because it is often impossible to 
translate literally English copy 
into the vernacular languages of 
the people. Diversity of race, 
custom and religion also makes 
marketing a difficult problem and 
one which requires specialised 
local knowledge. 

There are, however, several 
first-class European advertising 
agencies in the Federation the 
staffs of which are familiar with 
the preferences and superstitions 
of the people. There is, moreover, 
an Association of Accredited 
Advertising Agents of Malaya 
which has drawn up by-laws and 
regulations governing the stan- 
dard of practice and ethical con- 
duct. 

The foremost problem confront- 
ing the advertiser is the planning 
of a campaign calculated to 
appeal more or less equally to all 
the sections of the community. 
Advertising should be slanted to 
conform to the habits of the 


If you have 
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people and should be mainly 
pictorial due to the high rate of 
illiteracy existing in the country. 

In the Far East market, pack- 
ing is of great importance and 
particular attention should be 
given to colour and design. 
Wherever practicable an illustra- 
tion of the contents should appear 
on the outside of the container 
and directional instructions 
printed in the vernacular language 
should be included. 

It should be borne in mind 
that red is a popular colour 
with the Chinese but blue is 
unlucky. Pictures of dogs are 
not advisable where the appeal 
is directed towards Moslems 
and in cases where an attractive 
girl is featured on calendars, 
for example, the Chinese 
prejudice against bare shoulders 
should be respected. Incident- 
ally, calendars are very popu- 
lar with the Chinese who have 
a preference for the daily tear- 
off type. 

The main medium is the press 
and there are some 24 national 
dailies, weeklies and local news- 
papers which offer wide coverage. 

The Chinese form an indispens- 
able part of the trading organisa- 
tion of the country and virtually 
control a_ large proportion 
of the import trade. Although 
their buying power is well 


something to sell 
the Eastern World 


EASTERN 


WORLD 


is the place to sell 


Eastern World is a monthly magazine 
read by executives of leading Asian business 
houses, chambers of commerce, univer- 
sities, consulting engineers, and officials of 
government departments placing orders for 
the development schemes in their countries. 


Eastern World is now in its 10th year of 


publication: 


Please send your enquiries to : ARTHUR H. WHEELER & C0.., 


ST. STEPHEN'S HOUSE * VICTORIA EMBANKMENT * LONDON * S.W.1 
Telephone : Trafalgar 6470 


above that of the Malays and 
Indians, it should be borne in 
mind that the Malaysians form 
the majority of the population. 
The fact is, however, that manu- 
facturers at the present time 
appear reluctant to direct 
appropriation towards the 
Malays and Tamils. Yet any 
comprehensive advertising cam- 
paign should include the Ver- 
nacular press. The Chinese 
newspapers cover all income 
groups while the Malay and 
Tamil press is particularly suit- 
able for the promotion of 
medicinal and household 
products. 

In a country where the rate of 
illiteracy is high, outdoor adver- 
tising is a vital adjunct to any 
campaign. Bulletin boards and 
wall sites are available and are 
generally located at busy inter- 
sections and where traffic is con- 
centrated. 


Oil-painted posters 


Due to climatic conditions, 
displays have to be oil-painted, 
and although the Chinese are 
excellent at copying, the high cost 
of material and the additional 
charge which is made if the size 
of the poster exceeds certain 
dimensions are contributory 
factors which tend to make this 
medium somewhat expensive. 

Furthermore, loca! authorities 
maintain a strict control over the 
putting up of hoardings, and this 
fact, in itself, imposes a restric- 
tion on their use. 

Advertising is permitted on 
moving vehicles, and rear bus 
panels offer a wide coverage at 
comparatively low cost, but here, 
again, plates have to be oil- 
painted by hand, and usually 
require repainting twice a year. 
Interior strip panels are also 
available, and illuminated signs 
are becoming increasingly 
popular. 

Sites are also available at 
moderate rentals in the “Worlds” 
amusement parks (“Happy 
World,” “Great World” and 
“New World”) which are found 
in the principal towns. Inside 
are restaurants, sideshows, 
cinemas, cabarets, cafés and 
stores. 


Screen advertising success 


Asians comprise 90 per cent 
of the audiences at the major 
cinemas, and screen advertising 
is one of the most successful 
approaches to an illiterate or 
semi-illiterate market. The stan- 
dard of design and manufacture 
of the glass slide is high. Film- 
lets are also used running from 
30 feet in length to the two- 
minutes’ sound strip and sound 
recording to accompany slides. 

The direct mail medium is 
used sparingly because of the 
difficulty in selecting prospective 
buyers from the various races. 
Mailing lists made up from tele- 
phone directories and trade pub- 
lications are available, and this 


One of the most popular dramatic 
story readers regularly heard from 
Rediffusion, Hong Kong, is Mara 
Budd. _ Literal Chinese transla 
tion of the name Overseas Re- 
diffusion is Lai Tak Foo Sing 
“The Beautiful Voice’—and in 
record time the transmissions have 
become an institution. Currently, 
more than 470,000 listen to Hong 
Kong Rediffusion services. 


form of advertising is being 
steadily developed. 

Most of the shops are small 
and of the open-fronted variety 
They are, therefore, not suitable 
for showcards or counter display 
units. Window displays are 
limited to a few of the larger 
stores. 

There are three Malayan com- 
mercial radio stations which com- 
pete with Radio Malaya—a 
government organisation without 
commercial implications. 

Broadcasts from the commer- 
cial stations are made on two net- 
works in seven Chinese dialects, 
Malay and English. Rates vary 
according to length of programme 
but spot announcements § are 
charged on the basis of wordage 
which varies in different parts of 
the country. 

Rediffusion sets are fre- 
quently switched on continu- 
ously in the shops and it is 
estimated that this medium 
now reaches a million listeners 
in the Far Eastern markets. 
Every age and income group is 
covered and the message is pro- 
jected into the home of the 
potential buyer with the per- 
suasive power of personal sell- 
ing. 


Trade generally is affected by 
the development of the country, 
particularly so far as industrial 
equipment is concerned. There 
is a need for building materials 
for public utilities. 


There is, however, a demand 
for consumer goods by all sec- 
tions of the community, but the 
advertising approach should be 
directed, to a large extent, 
towards the age group of 21 years 
and under which comprises 50 per 
cent of the population. 
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REWARD 


$105,500,000 


£105,500,000 was the reward earned by Companies in the United 
Kingdom who exported their goods to Singapore, Malaya and 
Hong Kong in 1955. 


WHAT WAS YOUR SHARE OF THESE MARKETS ? 


MARKLIN = ADVERTISING LTD. 


SINGAPORE HONG KONG BANGKOK 


P.O. Box 732 P.O. Box 1295 
Singapore Hong Kong 


Cables : MARKADS Singapore MARKADS Hong Kong 
LONDON OFFICE : Chalcroft Ltd., 3, Cork Street, London, W.1. 
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ABILITY RUNS 


W wars in a name? Apparently 
plenty, if the name happens to be 
May. Recently, our Commercial 
Artists’ Portfolio reviewed the 
career and work of F. Stocks May. 
His brother is Arthur V. May (now 
with Reid Walker Advertising), hus- 
band of May Martin May and 
father of Joan Martin May—all 
three of them well known in the 
field of commercial art. 

May Martin (as she then was) 
first met Arthur May when she 
managed to get him a job as copy- 
writer at the New York agency 
where she was chief fashion artist. 
Later, they were married in London. 

When their daughter, Joan, was 
five years old the family returned 
to merica, where the parents 
worked on national campaigns in 
such magazines as Vogue and 
Harper's Bazaar, and where Mr. 
May was responsible for the initial 
national campaign for the Empire 
State Building. The three Mays 
returned to England a few years 
before the war, bringing a wide 
transatlantic experience with them. 

To-day there is a remarkable 
mother-and-daughter set-up in com- 
mercial art. Both Martin Mays 
have similar techniques, with unmis- 
takable American influence, though 
the mother specialises in fashions 
and the daughter devotes her time 


IN THE FAMILY 


chiefly to figure work for national 
campaigns—it was she who illus- 
trated the little housewife on the 
present Omo packet. 


_ Each can give the other a hand 
in their spacious studio at Hadley 
Green, Barnet. In summer they 
work, on and off, in their 400-year- 
old cottage at Fordwich, Kent, one 
of the original Cinque Ports. 


It would seem that the Mays will 
count for something in commercial 
art for many years yet, for Joan's 
younger brother, David, is now win- 
ning art scholarships. 

The Martin Mays are represented 
by Hawkes Studios. 

* * *x 


PROBABLY because Crisford is 
an unusual name, it has led a num- 
ber of people, apparently, to confuse 
the John Crisford who recently 
joined the Metal Box Co. with 
Laurance A. Crisford, space buyer 
at Everetts Advertising. Apart from 
his war service, Laurance has been 
with Everetts for 20 years—and is 
still with them! 
* * a 


AT the Shortlands Golf Club 
David Eke, assistant to Frederick 
Welch, print manager at T. B. 
Browne Ltd., achieved the feat of 
holing in one for the second time. 


> 4 ADVERTISING MANAGER’S corner | 


Heard this one? 


Even the best story falls flat if your audience 


has heard it before. 


Telling the same story 


twice makes you a bore in private life but it 


can make you a bankrupt if you are in business. 


You can’t hope to attract your customer unless 


you can show him something new, and keep 
following it up with something newer. And if 
you think it can’t be done in your line of busi- 
ness, then it’s high time you called in Harris. 


distinctive showcards, clever cut-outs by 


HARRIS 


THE FIRM WITH 


EXPERIENCE 


HARRIS ADVERTISING LIMITED, 29-30 KINGLY STREET, LONDON, W.1 


Tel.: 


REGent 3295-6-7 


| 
| 


This Apvertiser’s WEEKLY picture left me wondering what Norman 
ay 


Heywood (C. & A., London), W. J. Claus (C 
Handelsblad’’), 
Ltd.) 
Or was the food so good that these four often cross Europe 


N. Drost (‘Algemeen 
Guardian and Evening News 
Restaurant. 


: . Amsterdam), 
and W. McMillan (Manchester 
were cooking at Krasnapolsky’s 


for lunch? 


Man who knows 
his subject 


P*aRTICULAR importance attaches 
to the criticisms of British selling 
methods—or lack of them—in South 
Africa, made by Ralph Horwitz, 
because of his prominence in_ the 
South African publishing and adver- 
tising world 
Among the 
positions he 
occupies are 
chairman of 
the magazine 
division of the 
Newspaper 


chairman of 

the Sales 

Managers’ 

Association 

of SA (Cape 

Western 

branch) a 

—— of the 

tee parliamentary 

Ralph Horwitz committee, 

SA Federated Chamber of Industries, 

and of the economic affairs commit- 

tee of SA Federated Chamber of 

Industries; and a fellow of the 

Institute of General Managers of 

Great Britain. Mr. Horwitz’s criti- 

cisms are thoroughly in line with 

what other leading visiting business 

men have to say about the ineptitude 
of British selling methods. 


Competition 


‘ 
GROODWILL towards Britain has 
never been greater in India than 
now, | am told by publisher Faredun 
R. Mehta. But, he emphasises, that 
does not mean that we haven't a 
fight on our hands to sell our goods 
there. In addition to barriers of 
language, illiteracy, and import re- 
strictions, there is increasing com- 
petition from 
Germany and 
Japan, as wit- 
nessed by their 
| advertising in 
the journals of 
‘ which Mr. 
* Mehta is a 
director, such 
as Industrial 
India. India 
greatly needs 
capital goods, 
and Britainhas 
big opportuni- 
ties—provided 
we are willing 
- Das come 
ard selling, 
‘. R. Mehta backed bysuch 
details as firm delivery dates. The 
days when Indians would buy British 
goods merely because they are British 
are over, he tells me. 
Mr. Mehta is also a director of 
Blitz Publications. Blitz, which 


describes itself as “ Asia's foremost 
news magazine,” is pro-Government 
Mr. Mehta likens it in tone to the 
old John Bull. Strongly political in 
content, it is directed largely at the 
younger reading population, and 
has a sale of more than 30,000. | 

I met Mr. Mehta in company with 
Baptist Smith, a director of Vernon 
Keith's, the Indian newspaper repre- 
sentatives. Mr. Smith assures me 
that Indian representatives in this 
country are most anxious to provide 
British manufacturers and advertising 
agents with information about tack- 
ling the Indian market. 


* * * 


THe newly-elected president of 
Glasgow Publicity Club, James 
Jack, is the Club’s 33rd. These past 
weeks have been memorable for 
him, for on May | he opened a new 
advertising agency, James Jack 
Advertising Ltd. 

The gavel which he will wield as 
president, by the way, is made from 
the original oak of Independence 
Hall, Philadelphia, where the Ameri- 
can Declaration of Independence 
was signed. It was a gift from the 
Poor Richard Club of Philadelphia, 
after some of that club’s members 
had been entertained in Scotland by 
the Glasgow Club. 

The highlight of the Club's annual 
meeting was the announcement of a 
record collection for NABS. The 
amount collected—£267 16s. 11d. 
is a tribute to the charm and per- 
sistence of Miss Nellie E. H 
NABS Steward of the Club. 

- * - 


I HAVE been asked by F. Howard 
Potter, chairman of the Aldwych 
Club, to make it more widely known 
that there is a differential member 
ship subscription at the Aldwych 
Club in order to attract younger 
members. For those under 25 it is 
two guineas per annum; 25-30, four 
guineas; 30-35, six; and for over 
35 the full subscription is eight 
guineas. 


CONTACT 


~ 


“It’s going to be a busy 
conference—I’m due to play 
in six four-somes” 
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We’ve got them on their home ground ... 


*e 


These totals are what Evening Despatch readers will spend during the next twelve months on furniture and 
furnishings, gas and electric fires, and television sets. This information is given, together with much more, 
in our latest survey published under the title of ‘A £31,000,000 Market ’’. 


328,000 people read the 


Evening | Hespatch for choice! 


For further information write to:— 


T. GN PEARCE, LONDON ADVERTISEMENT DIRECTOR, WESTMINSTER PRESS 
PROVINCIAL NEWSPAPERS LTD., 167-170 FLEET STREET, LONDON E.C.4 


orto: Kenneth W. Bailey, Advertisement Manager, Evening Despatch, Corporation Street, Birmingham 4 
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PUBLICATIONS IN THE NEWS 


TV, posters for 
new journal 


The first issue of Scooter & 
Three-Wheeler will contain 68 
pages, with a two-colour cover on 
art paper. The introductory article 
deals with the phenomenal growth 
of scootering in Britain and other 
features. é first issue will an- 
nounce a national competition to 
discover the Scooter Girl of 1956. 
The journal will be promoted on 
commercial TV, with extensive 
advertising and poster displays. 

* cod + 


Twice a week—on Wednesdays 
and Saturdays—the Daily Herald is 
publishing a Five Star Racing 
Special. This contains a full form 
guide for the most important meet- 
ing of the day and usually takes up 
two pages of the paper. 

* * * 


IMustrated has bought the British 
first serial rights in all colour shots 
taken by the present British 
Antarctic expedition. The first will 
appear in four weekly issues com- 
mencing June 9. 

tal *” + 

Home improvements will be the 
theme of the April/May issue of 
Ideal Home. The issue will be 


advertised in the national and pro- , 


vincial press. 
* * * 
The Autocar (Associated Iliffe) is 
publishing a “British Cars & Acces- 
sories’’ number to-day (Friday). 


A folder issued for True Maga- 
zine features the audited net sale 
for July-December, 1955, which was 
154,842—an increase of 15,606 over 
July-December, 1954. The advertise- 
ment rate for monotone is 9s. 8d. 
a page per 1,000 net sale, and the 
rate for colour 19s. 4d. a page per 
1,000 net sale, says the folder. 
Ordinary page rate is £75. 

+ . - 


A recent exhibition in Paris in- 
cluded a “round house of the 
future’ made of plastic. The May 
issue of House Beautiful contains 
a feature about the house and its 
possibilities. 

* *” * 

The Irish Times has issued a 32- 
page handbook, Some Facts and 
Figures about the Republic of Ire- 
land, aimed to provide advertising 
agents, sales managers, and business 
executives with a picture of the 
Republic’s social and economic life. 
It gives much information about 
transport, trade, population, income. 
tourism, housing and social services, 
education and art, sport and enter- 
tainment. 

* * * 

Next week’s Punch (May 16) will 
be the Summer Number. It will 
have a full-colour cover, extra pages. 
a colour section and special features 

* * 
This week's issue of Cycling 
(Temple Press) is an enlarged Holi- 
day Number, devoting extra space 
to touring and summer cycling. It 
contains a record number of adver- 
tising pages for a non-Show issue. 


JANUARY 1,434,245 
FEBRUARY 1,435,216 
MARCH 1,436,484 


APRIL 1,437,564 


(SUBJECT TO AUDIT) 


NEWS CHRONICLE & DAILY DISPATCH 


WILLIAM MEMORY ADVERTISEMENT DIRECTOR 


The front cover of the June issue of 
“Modern Knitting.” This new 
monthly was first published in 
December. It contains knitting 
patterns, and regular features on 
embroidery, cooking and fashion. 
* * * 

The first issue of Highway Times, 
a direct-mail publication produced 
by the Roads Campaign Council, 
has just been published. It is in 
newspaper format and will appear 
quarterly. The initial circulation is 
50,000 and copies have gone to 
MPs, councillors, industrialists and 
road-users Advertising is being 
handled by Partington Advertising 
Co. Ltd Rates are: front page 
£4 per sci; back page £3; inside 
pages £2 


Cookery booklets 


The June and July issues of 
Woman and Home will each con- 
tain a 16page cookery booklet 
inset. The June issue will include 
a booklet on cakes, buns and bis- 
cuits, and the July issue one on 
pastries and pies. They will be 
supported by advertisements in 
national and _ provincial dailies, 
London evenings—and full-colour 
posters and showcards 

* * * 

The Saturday Evening Post has 
created the biggest first quarter's 
advertising revenue in its history. 
The 1956 first quarter total was 
$20,636,261, a 17.6 per cent gain 
over the figure for the same period 
in 1955. The number of pages of 
advertising totalled 827.3, an in- 
crease of 7 per cent over the first 
quarter of 1955. 

* * 7 

The June issue of She will be sup- 
ported by large space advertising in 
the Daily Mirror. A half-page has 
been booked for publishing day. 
May 29. The issue will include a 
full-page exclusive colour portrait of 
Her Majesty the Queen. 

* * * 

The annual special “British Motor 
Industry and Export Number” of 
The Motor (Temple Press Ltd.) will 
be published next week. 

* * * 

Packaging’s BIF issue features a 
cut-out cover, the first time, it is 
claimed, that the “Celloglas’ win- 
dow process developed for product 
packaging has been applied to maga- 
zine production. The cut-out is of 
the initials “BIF,” through which a 
range of packages featured in an 
advertisement can be seen. 

* * * 

The May issue of Fire Protection 
Review, which is the annual home 
and overseas number, carries the 
record total of 684 pages of adver- 
tisements. 
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We Hear 


The relaxing of the Ministry of 
Labour’s Notification of Vacancies 
Order, 1952, has enabled newspapers 
to drop from the head of their 
“Situations Vacant” columns the 
official paragraph explaining the 


r. 
+ 7 * 

A French firm is reported to have 
obtained exclusive rights to line the 
Suez Canal with posters. More than 
500,000 people pass through the 
Canal each year. 

* + - 

ABC Television Ltd. are circu- 
lating to all papers in the Midlands 
area complete details of all pro- 
grammes for week-ends throughout 
the Midlands. There is a press list 
of 500. 

* . * 

Betty Rodway Co. have taken 
over the press relations for Wright 
Rain Ltd., of Ringwood, Hampshire 


Nylon exhibition 


An exhibition of nylon products 
was held recently in Glasgow when 
British Nylon Spinners Ltd. co- 
operated with Copland and Lye Ltd. 
to show fashions to come, as well 
as goods already in distribution. 

- - * 


The Problem of Bigness is the 
third of the “LPE Papers” issued by 
London Press Exchange Ltd. _ It 
contains articles dealing with “big- 
ness” in business, workers’ prefer- 
ences for small or large firms, big- 
ness in politics, voters, and leisure. 

* on * 


“Pakistan Panorama,” an exhibi- 
tion, was opened at Selfridges by 
the High Commissioner last Thurs- 
day. Geoffrey G, Young, Selfridges’ 
public relations controller, handled 
the publicity. The exhibition was 
staged by Miss Inga Sonsthagen, 
Selfridges’ display manager. 

. * * 

E. Bowman Ltd., London, screen 
printers, are new members of the 
Display Producers and _ Screen 
Printers Association. Blackwell & 
Co (1943) Ltd., London, printing 
ink manufacturers. are new associate 
members. 


British win in US 


Halas and Batchelor’s “The World 
that Nature Forgot,” which they 
co-produced for the Monsanto 
Chemical Co.. has won the Golden 
Reel First Award in America’s 
Golden Reel International Film 
Festival at Chicago. The film was 
produced jointly by MPO Produc- 
tions. 


* * 


In Pitkin Pictorials’ latest illus- 
trated booklet, The Complete Guide 
to London Airport (price 2s. 6d.), 
Sir Miles Thomas describes the 
organisation and working of one of 
the largest airfields in the world. 

* * * 


Mills & Rockleys’ silk screen and 
signwriting business in Ipswich and 
Chamberlins’ signs and displays 
concern have been transferred to a 
separate wholly owned subsidiary 
company. It trades under the name 
ee & Rockleys (Production) 
Ltd. 

* * * 

Nigel Rainbow & Partners Ltd. 
have more than doubled their num- 
ber of clients—21 to 55—since the 
company was incorporated in July 
1954. They have just prepared their 
1,000th advertisement. 
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Are you a Chancer-//or ? 


Advertising, on the other hand, is a more exact science, in 
which balanced judgment and specialised skill secure handsome rewards. 


We have proved this over the years to the satisfaction of clients 
old and new. 


Many who were with us in our pioneering days are happy to make full call 
on our services to-day. Others have joined us through client-to-client recommendation. 


We have helped each other to bigger shares of better business—no chance about it ! 


DIXON’S WEST END ADVERTISING AGENCY LIMITED 


1-9 HILL’S PLACE : OXFORD CIRCUS ~~: W.i GER 2304-8791 In Advertising since 1878 
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a V TIMES —the ONLY paper giving ALL the I.T.V. 


programmes, in full and exclusive detail for 
seven days in advance. 


ever-increasing sale 
now tops 


150,000 


AT i : 
A £300 per page— 
only 8/- per page per thousand copies 


oes the new power in publicity-————— 


LESLIE A. MANDER 
ADVERTISEMENT MANAGER TV TIMES TELEVISION HOUSE KINGSWAY WC2 HOLborn 7888 
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A special window display that Ingersoll Ltd. are making available to 
jewellers in support of their new campaign on commercial TV. 


Colour pages in national magazines 
in Paseall fruit sweet campaign 


James Pascall Ltd. start their 
“biggest-ever fruit sweet advertising 
campaign” at the beginning of June. 
Full colour and black and white 

ces will be used in Picture Post, 
Illustrated, John Bull, Everybody's, 
Woman, Woman's Own and 
Woman's Weekly. 

The schedule also 
eight-inch triples in 
papers, 16-sheet posters, under- 
ground roof cards and escalator 
panels. The central theme running 
throughout all the advertising will 
be a picture of two young lovers in 
a heart of Pascall sweets. Handling 
the campaign are Adver- 
tising Co. Ltd. 


Moorhouse publicity 


The current advertising campaign 
for William Moorhouse & Sons 
Ltd.'s lemon cheese is being handled 
by Gee Advertising Ltd. not 
Pickersgill Publicity Service as 
stated last week. 


includes 
provincial 


Pye portables in 


five week drive 


A launching campaign for Pye 
Portable radios started at the end 
of last month and will last for five 
weeks. Media being used include 
the Sunday Pictorial, Sunday Dis- 
patch, People, Sunday Express and 
News of the World. Agents are 
Arks Publicity Ltd. 


£20,000 programme 
boost 


ABC Television Ltd. are inserting 
four jnch double column advertise- 
ments for ““Home Town” and “ABC 


Playhouse” in all Northern and 
Midlands evening papers. They are 
spending £20,000 a year on pro- 
gramme promotion in the press. 
Agents are F. J. Roe Ltd. 


Big spaces for new 
Bird’s product 


Coconut Instant Whip, the latest 
of the instant whip range, was 
launched yesterday (Thursday) by 
Alfred Bird and Sons Ltd. This 
brings the number of flavours up 
to five. 

The campaign includes whole 
pages in the Daily Sketch and 
Daily Mirror, half-pages in the 
Daily Express and Woman's Sunday 
Mirror, and 13 inch by five column 
advertisements in the Daily Mail, 
Daily Herald and News Chronicle. 
Local press support will be given 
in Scotland and Northern Ireland. 
The campaign is being handled by 
Young and Rubicam Ltd. 


C & B feature the 
‘Summer Six’ 


The campaign for Crosse and 
Blackwell Ltd., which continues this 
summer using national papers, 
magazines, trade press, posters, 
commercial TV and the cinema, 
develops still further the theme of 
the “Ten-O-Clock-Testing” of 
Crosse and Blackwell's family 
foods. 

In addition, a special “Summer 
Six” selection of meals and deli- 
cacies are being featured, with 
emphasis on salad cream, for which 
a new poster by Charles Mozicy 
has been issued. Agents are 
Greenlys Ltd. 


‘Exotic’ soap ads 
for Cussons 


Flowers of the Vine beauty soap, 
a new product made by Cussons 
Sons and Co., Lid., in a higher price 
range than their other soaps, is to 
be advertised in Vogue in June and 
August and in Harper's Bazaar in 
July and September. The styling 
of the pack and the presentation of 
the advertisements are “aimed at 
symbolically representing the exotic 
nature of the perfume.” Agents are 
Richard Potts and Partners Ltd. 


CURRENT ADVERTISING AT 


A GLANCE 


Accounts 


INTERNATIONAL NATURE 
FILM WEEK (British Film In- 
stitute), Edinburgh, June 20 to 28, 
for Edinburgh office of Rex Pub- 
licity Service Ltd. 

TOWNHEAD MILL CO. LTD. 
cotton spinners and doublers; 
CLYDE (ENGINEERS) LTD. 
for Commercial Advertising Ser- 
vice Ltd., Manchester. 

LUBIN PERFUMES OF PARIS 
for Scientific Publicity \Lid. 

SAMUEL SHERMAN LTD.; 
VACHERON ET CONSTAN- 
TIN ; TIBOR LTD.; QUAYLE & 
TRANTER: UNITED CAN- 
NERS (BENEDICT PEAS) for 
Central Advertising Service Ltd. 

ARCO ELECTRICAL MOTOR 
BREAKDOWN SERVICE for 
Jack White & Associates Ltd. 


Campaigns 


ALFRED BIRD & SONS LTD., 
using national dailies, Woman's 
Sunday Mirror and local papers 
in Scotland and Northern Ireland. 
(Young & Rubicam Ltd.) 

CROSSE & BLACKWELL LTD., 
using national papers, magazines, 
trade press, posters, commercial 


TV and filmlets. (Greenlys Ltd.) 
JAMES PASCALL LTD. using 
national magazines, provincial 
papers, posters and tube cards for 
fruit sweets. (Service Advertising 


Co, Ltd.) 

QUAKER SUGAR PUFFS, using 
nationals and leading women’s 
magazines. (Erwin Wasey & Co., 
Ltd.) 

PHILIPS ELECTRICAL LTD. 
using national dailies, Sundays. 
weeklies, periodicals and high 
class magazines for Philishave dry 
shaver. (Erwin Wasey & Co. Ltd.) 

ABC TELEVISION LTD. using 
Northern and Midlands evening 
papers for programme promotion. 
(F. John Roe Ltd.) 

PYE LTD., using Sunday Pictorial, 
Sunday Dispatch, People, Sunday 
Express, and News of the World 
for portable radios. (Arks Pub- 
licity Ltd.) 

CUSSONS SONS & CO. LTD. 
using Vogue and Harper's Bazaar 
for new soap. (Richard Potts & 
Partners Ltd.) 

BIRMINGHAM SOUND PRO- 
DUCERS LTD., using Daily 
Express, Sunday Express, News 
of the World, Sunday Pictorial, 
Radio Times and ttade press for 
the new Monarch four-speed auto- 


changer. (Severn Publicity Lid.) 

GEORGE WADE & SON LTD. 
using national magazines chil- 
dren's papers and comics for 
porcelain miniatures. (Severn Pub- 
licity Ltd.) 

EVERED & CO. LTD. using 
national magazines and hardware 
trade press for Everex polythene 
tube and the Wilkinson household 
fire alarm. (Severn Publicity Ltd.) 

BIRO SWAN LTD., using national 
dailies, Sundays. weekly maga- 
zines, children’s publications, pro- 
vincial papers, bus posters and 
commercial TV for Biro: and 
national dailies, Radio Times 
and trade press for new Swan 
ig fluid. (Mather & Crowther 


td.) 

ZING PEN CO. LTD., using 
national dailies and Sundays for 
retractable ball pen. 
Crowther Ltd.) 

Cc, B. MCALLAN (ENGINEERS) 
LTD., using gardening press, 
selected nationals and trade press. 
(Mark Fawdry Ltd.) 

ODO-RO-NO, using Daily Mirror, 
Woman's Sunday Mirror, Sunday 
Pictorial, women's weekly and 
monthly magazines and trade 
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In Manchester 
more and more 
people 

are reading the 
EVENING 
CHRONICLE 


130,000 new readers over 
the last three years. 

A total of 900,000 readers 
in one of the country’s 
wealthiest centres 

of population. 


You can’t cover 
Manchester 
without the 
EVENING 
CHRONICLE 


(Mather & 


‘ Ar 956 net sale 
over 300,000 


press for new deodorant. (Foote, | 


Cone & Belding Ltd.) 
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IMNERINIM | CLASSIFIED ADVERTISEMENTS 


SARS ARO DARED "ACCT fas alate Sa 

PARKE, DAVIS & CO. LTD. classifications, 4s. 64. per line, 50s. per display panel inch. Minimum, 3 lines. Box FAST PRODUCTION 
went an No. charge, one line plus 1s. covering postage, etc. Series rates on mp ree = 

advertisements under seven insertions MUST’! BE PREPAID. Address 


ADVERTISING Weekly,” 180, Fleet Street, London, E.C.4. WATerloo 3388 (Ex. -" DRIVER 


APPOINTMENTS VACANT | Good allrounder, able to hold 
ASSISTANT " ina be 


and deserve place in a hard 


ly 20’s. He will b ired to pressed team. 

e ear s. ew e requi , 

ae po copy, assist in print pro- NO Date of Birth secondary to re- 
duction and handle display work under canteen, games room, sults and _ willing-horse-sense 


supervision. 5-day week. Generous 
Somien plan. Staff restaurant. or rest room (not an agency). 


Sein ete Will dott of cap end NO free insurance, Send details of experience and 
experience to Salary required to 


P | Manager, : free lunches, 

ersonne a . 

Parke, Davis & Co. Ltd., atte r | fl NO. sports fields, sickbay Box 3577 

Staines Road, Hounslow, Middx. Advertiser's Weekly 180 Fleet St Ec4 


or nursing. 


full ADVERTISING AGENCY near 

ete ee iene NOTHING but a olborn, Central Line, requires young 
of engineering plant for important lady Pn a. Invoic- 
Writ ith ing an ccounts yping necessary 

fall — —_— ei iicg 5 VERY 6000 SALARY Experienced girl particularly con- 
A, St EC4 sidered; voucher training given to suit- 

ean Seek a, Wotthy S50 Eee r | S S$ for able applicant Existing holiday 


arrangements respected No Satur- 


PRODUCTION VERY GOOD ARTISTS fox 3546 Ad. Weekly 180 Fleet St EC4 
ASSISTANT NO beginners, please. ee ng a KEK 


in the North. The right salary awaits 
. the right man. Five-day week, holi- 
required by Write or ‘phone :— 


A R T D | w E C T 0 R days as arranged Details to the 
DUNLOP RUBBER CO. LTD. 


Art Director, Charles Walls & 

HAWKE STUDIOS LTD - 22 CHENIES ST - W.C.1 Partners, Ltd. 35 Morley Street, 
ADVERTISING DEPT. ‘phone 

Young man about 23-25 with agency : PRODUCTION ASSISTANT 


Bradford, 7, Yorks 
: MUSeum 7441 or 1181 
production experience. Must have Required immediately by rapidly ex- 


jood knowledge print processes. TYPOGRAPHER required to join crea- , SUNIOR TYPOGRAPHER required to panding West End Advertising Agency. 

Staff canteen. Pension scheme, five- tive group working on _ high-class work on extensive range of interest- Previous production experience essen- 

day week. — P industrial print. ust have design ing accounts Profit sharing and tial. Write or telephone for 

Write or ‘phone for appointment sense with attention to detail and the | pension schemes Write details of appointment to :— 

MR. A. F. ROBERTS ability to produce finished layouts. experience and salary required, to ionM . G. S. Gerrard 

10/12 King Street, St. James's, S.W.1. Write, “ey details of experience, lg eoeeuts Ltd., 215/221 Regent Led., 10, Argyl! Street, London, wi. 
WHltehall 3131 age, etc., Street, 1. Mark envelope “Typo- 

Box 3573 Ad. Weekly 180 Fleet St BC4 | grapher.” Telephone Gerrard 6816. 


IF IF 


you're a brilliant DESIGNER (or think | you're a brilliant COPYWRITER (or 


you are), if you can produce good | think you are), if you can produce good 
advertising ideas; if you want to do | advertising ideas; if you want to do 


something a little different ; | something a little different ; 


CRC CRC 


WANT YOU WANT YOU 


Write first to : Write first to : 
The Secretary, C. R. CASSON LIMITED, 6 Aldford Street, W.1. The Secretary, C. R. CASSON LIMITED 6, Aldford Street, W.1. 


| 


Phone your classifieds to WAT 3388 (Ex. 25) 
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CLASSIFIED ADVERTISEMENTS 


EXPERIENCED 
RESPONSIBLE 
ARTIST 


TO TAKE CHARGE OF 
ADAPTATION SIDE. 
Write stating experience and 
salary required. 


Box 3543 
Advertiser's Weekly 180 Fleet St EC4 


GOOD SALARY OFFERED TO 
HAND COLOURIST to colour prints 
and transparencies for reproduction 
and display. Highest standard of work 
required An advantage to retouch 
prints and negatives. [Either send 

cimens in S.A.E., or telephone 

Hitehall 9212 for appointment 
Sound Stills Ltd., 12 Orange Street, 
Haymarket, W.C.2 

YOUNG GENERAL ARTIST ASSIS- 
TANT, with National Service com- 
pleted, required by a group of indus- 
trial magazines in West End. Ability 
to prepare work for block makers and 


WANTED 
by 
Johnson & Johnson (Gt. Britain) Ltd. 


A PRODUCTS MANAGER 
or Senior Advertising Executive 


The job requires wide and sound experience of Market 
Research and market estimation: particularly in reference 
to the introduction of new products. 


This is an appointment which carries a substantial salary 
according to qualifications and experience with a Company 
which operates on an international basis, manufacturing 
and selling a number of products of the hi t repute. A 
competent business sense allied to creative talent is necessary, 
together with the personality and ability to work at Senior 
Executive level with other departments: ¢.g., Research, 
Production, Costs, Administration and Sales. 
Please write giving full av mer woh of your sales promotion and 
commercial e —— Manager, JOHNSON & 
JOHNSON ( Britain) Ltd., Bath Road, Slough, Bucks. 
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APPOINTMENTS VACANT 


ATTWELL HARRIS 
13 Dover Street, W.1. 
Telephone : Hyde Park 9118. 


Two young artists required for 
expanding studio with national 
accounts. Lettering and 
general. Good salary and 
plenty of opportunity. 


Telephone Mr. Michael Gaber 
(studio manager) for appoint- 
ment. 


REPRESENTATIVE required for lead- 


ing screen process printing house 
Substantial basic salary and open 
accounts available. Progressive and 
lucrative position. Only top grade 
men considered. 

Box 3571 Ad. Weekly 180 Pleet St EC4 


printers; some knowledge of typo- 
graphy. State age, previous experience 


STANDARD TELEPHONES & , GENERAL ARTIST, malic or female, 


CABLES LID. have a vacancy in aged about 22/25, required for studio 

— 3350 Ad. Weekly 180 Fleet St EC4 their London (Strand) Publicity Depart- of large commercial organisation 

ment for a Design Assistant between handling a variety of consumer pro- 

the ages of 24-30. Some knowledge ducts Work covers point-of-sale, 

of exhibition stand design, construc- leaflets, packaging and = display 

ARTISTS tional drawing, and typographical lay- Ability to carry job through to 

out is desirable. Write, in ———-. finished art stage essential Write, 

al/ i | chi for application form to Personnel giving age and details of experience, 
General /Lettering/ Retouching Manager, Oakleigh Road, New South- | to 

First-class work essential. gate, N.il. | _ Box 3545 Ad. Weekly 180 Fleet St BC4 

3581 LETTERING ARTIST OR IMPROVER JUNIOR required for Guard Book and 

Box for studio, also first-class free lance Voucher work. Must be neat, alert 

Advertiser's Weekly 180 Fleet St €C4 Figure Artist. Partridge, 61 Bar- | and keen to learn. London Agency 

hol w Close, E.C.1 | Box 3570 Ad. Weekly 180 Fleet St BC4 


P.R. ONE MAN BAND 


Small recently formed W.!. Advertising 
Agency is considering a separate P.R. 
Division. We're looking for a man who 
can write (and place) interesting editorial 
copy of asemi-technical nature, but that's 
not half—the balarce consists of client 
contact, pl and b gettin, 
building this idea into something solid. 
There would be about £1,000 a year to 
begin, perhaps less, but a successful man 
could envisage a share in the new busi- 
ness and a directorship in the near 
future. Send a detailed résumé to :— 
oageer. Webber & Stiles Led., 

Ibemarle London, W.!. 
for the attention our Managing 

irector. 


The better you are, 


There is no set limit ! 


COPYWRITERS ! 


the better the salary that awaits you. 


We have lively and interesting accounts 
and our service is based on copy-thinking. 
Anyone who can contribute usefully 

is sure of swift advancement. 


Apply to Chief Copywriter : 
McCANN-ERICKSON 


ADVERTISING LIMITED, 


| 
Brettenham House, Lancaster Place, London, W.C.2. 


McCann-Erickson require an 


ART DIRECTOR 


Experienced in National Advertising 


General Artist 
Wanted 


The opportunity presents a great 
variety of work of the widest possible scope 
from figure to still life. 


Write or telephone General Manager 
| McCANN-ERICKSON 
ADVERTISING LIMITED, 


Brettenham House, Lancaster Place, W.C.2. 
Temple Bar 6600 


Phone your classifieds to 


WAT 3388 (Ex. 25) 
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ADVERTISER’S WEEKLY 


APPOINTMENTS VACANT 


GEE ADVERTISING 


MANCHESTER 


ACCOUNT EXECUTIVE 


Gee Advertising Limited require 
an Account Executive to join their 
rapidly expanding Manchester 
Office. He will be expected to 
take over a group of accounts and 
expand them as his own unit of 
responsibility. Previous experi- 
ence should include either agency 
or advertising department but, 
above all, he should possess a keen 
appreciation of creative advertising 
of a very high order coupled with 
sound marketing instincts. To 
such a man this position offers a 


permanent future with exception- 


ally fine prospects. 


Applications should be marked ‘Personal’ and addressed to : 


Managing Director, 


GEE ADVERTISING LTD. 


Welford Road & Carlton Street, 
Leicester. 


@ Any existing holiday arrangements will be honoured. 


May 11, 1956 


CLASSIFIED ADVERTISEMENTS 


Assistant required 


for scientific publishers’ publicity department. 
applicants would be between 20 and 30 years of age. They 
should have a sound knowledge of layout, typography and 
copywriting for press advertising and direct mail material. 
Experience in offset litho printing would be an advantage. 


Salary £400—£600 according to experience. 


PERGAMON PRESS 


4 & 5 Fitzroy Square, London, W./ 


Suitable 


PRODUCTION MANAGER, | experi- 
enced Print and Process Work, re- 
quired by Advertising Agency. Apply 
in writing, McCallum Advertising, 19 
Walker Street, Edinburgh, 3. 


j TECHNICAL AND GENERAL 


ARTIST (Male) required by London 
studio. Good salary and comfortable 
working conditions 

Box 3541 Ad. Weekly 180 Fleet St EC4 


SENIOR ASSISTANT 
to Advertising Manager 


required by leading national advertiser 
of consumer goods (London). Man 
selected will have an all-round practical 
experience of advertising and its admin- 
istration—and a sound knowledge of 
print. He will be expected to assist in 
the development and production of 
material for the Company's merchandis- 
ing schemes. This position carries the 
right salary for the right man. Applica- 
tions should give age, educational 
qualifications and experience to date, 
and should be in by June Ist to : 


Box 3539 
Advertiser's Weekly 180 Fleet St C4 


ERNEST G. EVANS LTD. have vacan- 
cies for all types of Artists. Layout 
and Lettering Retouching, Still Life 
General, Men's Fashion Figure illus- 
tration. Apply, Art Director, E. G. 
Evans Ltd., or ‘phone FLE 8301 

PRODUCTION MAN required by West 
End Agency Must have previous 
advertising experience and be capable 
of taking full responsibility for a 
group of accounts Salary £10-£12 
p.w Write, giving full details, to 
Box 3578 Ad. Weekly 180 Fleet St EC4 

SCHEDULE TYPIST required = in 
Media Department of medium-sized 
advertising agency Aged 18-30 
Hours 9.30 to 5.30. Five-day week 
Holiday arrangements respected 
Salary £7 10s Telephone: Ambas- 
sador 1471 


WANTED 


POSTER 
SITE FINDERS 


London Firm of Advertising 
Contractors require capable 
Representative. Must be ener- 
getic and adaptable. Experi- 
ence in the trade and know- 
ledge of town and country 
planning regulations an ad- 
vantage. Application with 
brief details of experience to 
date and salary required. 
Box 3569 
Advertiser's Weekly 180 Fleet St EC4 


RETOUCHING ARTIST 


required b 
STUDIO IN weer END 
Experience in Technical subjects essential 
Top Salary offered and Holiday arrange- 
ments respected Apply giving full 
details to Studio Manager. 


Box 3542 
Advertiser's Weekly 180 Fleet St €C4 


CAPABLE ASSISTANT (m. or f.) for 
Accounts Dept. of Advertising Agency 
Five-day week. Good knowledge of 
books essential, accurate, able to 
type. Willing general duties. Good 
wages and prospects for intelligent 
worker Holiday this year Apply 
own handwriting with details, experi- 
i etc., Secretary, 10 Welbeck St., 

1 


YOUNG 
ALL-ROUNDER 
with creative bent 


You have “been through 
the mill" of an Agency, in- 
cluding a good grounding in 
Production. You have written 
some copy, and want to write 
more. 


You are looking for an 
Agency which will widen your 
creative experience by work on 
a variety of accounts—from 
National consumer to Mail- 
Order and Technical. You 
understand that good adverti- 
sing is created, not at an office 
desk, but by meeting the 
Consumer and meeting the 
Client. 


You are capable of helping 
the Executive with general ad- 
vertising work, as well as with 
ideas and copy. Your age is 
around 25. 

There is an interesting op- 
portunity for an ambitious 
YOU in this sound and ex- 
panding Agency. Write fully 
to :— 


MAX RITSON & PARTNERS LTD. 
33 Henrietta St., London, W.C.2 


Phone your classifieds 


to WAT 3388 (Ex. 25) 
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May Il, 1956 


CLASSIFIED ADVERTISEMENTS | 
| 


COMMERCIAL ADVERTISING OFFICER 


The Nigerian Railway Corporation requires a Commercial Advertising 
Officer to establish and control a complete commercial advertising service 
throughout the Nigerian Railway, covering stations, roadside properties 
and rolling stock. 

Applicants should be over 30 years of age and have had not less than ten 
years’ experience of advertisement space selling and outdoor advertising 
(including the technical side of hoarding construction and bill-posting). 
Salary not less than £1,700 per annum, plus £350 overseas allowance, plus 
20% gratuity on total emoluments. 

Applicants should write, giving details of age, experience, present or past 
remuneration and names of three referees, to :— 


The London Representative, 
NIGERIAN RAILWAY CORPORATION, 
Il Manchester Square, London, W.!. 
Closing date for receipt of application Monday, 28th May, 1956. 


ADVERTISER'S WEEKLY 


; APPOINTMENTS VACANT 


YOU 
ARE THE MAN 


YOUNG LADY required for interesting 
situation in well-known London Pro- 
cess Engravers Experience in ~_ 
duction work an advantage ele- 
phone TERminus 7611. 


ADVERTISING SPACE SALESMEN 
required, must be experienced and 
able to travel, as media includes 
Nation Wide Cinema Circuit Ring 
Gerrard 0844 for appointment 


ARTIST APPRENTICE 


Vacancy for boy to be trained as ad- 
vertising artist. 5-year apprenticeship. 
National Service deferred. Reply by 
letter only. Any specimens sent will 
be returned. Art Director, J. Peers 
& Associates Ltd., Summit House, 
1-2 Langham Place, London, W.!. 


SECRETARY required for Advertising 
and Publicity Manager's Mayfair 
office. Experience of advertising pro- 
cedure and ability to work on own 
initiative essential. Age 25-30. This 
is a position which offers an excel- 
lent opportunity to an energetic and 
enthusiastic Secretary 
Box 3574 Ad. Weekly. 180 Fleet St EC4 


SCOPE 
FOR A 
VERSATILE 
YOUNG 
VISUALISER 


Here is a first-class opportun- 
ity for a young visualiser of 
either sex to develop their 
versatility and creative capac- 
ity on a wide variety of 
interesting national accounts. 
if you appreciate freedom, a 
friendly atmosphere and a 
well-equipped studio to exer- 
cise your talents in... . If you 
look for responsibility, good 
prospects and a salary to 
match your worth... . If you 
are able to produce quick 
original visuals, finished lay- 
outs to a high standard and 
possess a good knowledge of 
typography ... we would like 
to hear from you as soon as 
possible. Existing holiday 
arrangements will be 
honoured. 

Apply for on appointment to the 
Managing Director : 
FREDERICK ALDRIDGE LTD. 
| Whitefriars Street, London, 
E.C.4, FLEet Street 8444. 


ADVERTISEMENT 


EXPERIENCED 


has vacancy for enthusiastic and able 


SPACE SALESMAN 


Good knowledge of the marine industry 
essential. Successful applicant will be 
required to view the position on a long- 
term basis which will entail executive 
responsibility as soon as competent 
This is a first-class opportunity for a 
hard-working and reliable individual. 
Write fully giving details of experience, 
present position and age. 


Box 3553 
Advertiser's Weekly 180 Fleet St EC4 


REPRESENTA- 
TIVE wanted for monthly journal in 
home craftsman field. Splendid 
opportunity for young man with drive 
and  imitiative. Remuneration by 
salary, expenses and commission. 
Write full details and present salary 
Box 3537 Ad. Weekly 180 Fleet St BC4 


general all round 
artist for studio. Write, giving details 
and salary required. 

Box 3554 Ad. Weekly 180 Fleet St EC4 


FIRST-CLASS PROCESS ARTISTS re- 


quired by well known publishers of 
technical and trade journals Good 
salary, pension scheme including life 
assurance Write, stating age and 
experience 

Box 3586 Ad. Weekly 180 Fleet St BC4 


PRITCHARD WOOD 
WANT A 


TRAFFIC 
MAN 


who is fully experienced in 
mechanical production on large 
national accounts. 5 day week. 
Canteen. Please write fully 
giving age and salary required 


to H. C. CAFFIN, 


F. C. PRITCHARD WOOD 
& PARTNERS LTD 
25, SAVILE ROW, W.!I 


Phone your classifieds 


WE 
ARE LOOKING 
FOR 


iF 


YOU KNOW A GOOD 
OUTDOOR ADVERTISING 
SITE WHEN YOU SEE ONE 


We are one of the largest London out-door 
advertising specialists of nation-wide cover- 
age. If you have sufficient experience to 
enable you to find out-door advertising 
sites for us, the terms and remuneration 
which we can offer you ensure high reward 


for your efforts. 


Apply Box 3565 
Advertiser’s Weekly 180 Fleet St EC4 
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ADVERTISER'S WEEKLY 


ACCOUNTANT 
FOR 
GARLANDS 


We require a young 
qualified Accountant to 
take charge of the 
accounts side of the Agency. 
Previous experience in 
advertising an advantage 
but is not essential. 


Write to: 


A. P. TARRYER, F.A.C.C.A. 
Director & Secretary, 


§2 Mount Street, London, W.!. 


IDEAS ARTIST, modern in approach to 
all forms of point of sale advertising 
material required by Firm of Colour 
Printers. Finished art work not neces- 
sary but good ideas and rough visuals 
are. Write, stating age, experience 
and salary expected to 
Box 3490 Ad. Weekly 180 Fleet St EC4 


REPRESENTATIVE required for high- 
quality screen printing. Some con- 
nections essential. Obelisk Press & 
Signs Ltd., Myron Place, S.E.13 

ADVERTISEMENT REPRESENTA- 

VE required on Blandford Press 
hotel and catering journals. Com- 
mencing £6-700 p.a. Mr. Barnes, 16 
West Central Street, W.C.1 


| 
| 


APPOINTMENTS VACANT 


98 


CLASSIFIED ADVERTISEMENTS | 


wealth of the country. 


THE WHITETHORN 


ADVERTISEMENT REPRESENTATIVE 


CHESHIRE LIFE 
YORKSHIRE LIFE 
LANCASHIRE LIFE 


An excellent opportunity, with very good financial prospects, 
arises to help consolidate and extend the progress made by 
these monthly illustrated magazines in the last few years. The 
combined circulation is 45,000 copies per month, and the 
counties in which these magazines circulate hold roughly one 
third of the population and no less than half the personal 


We require a London Advertisement Representative with a 
wide knowledge of magazines who has good contacts and is 
accustomed to selling at top level. 

Apply by letter giving details of experience, age and 
present remuneration, marked “Confidential” 
THE ADVERTISEMENT DIRECTOR 
PRESS LTD - 


ILLUSTRATED 


MANCHESTER 11 


BOOKSELLER, 


specialising mail order, 
requires capable, thoroughly experi- 
enced person accustomed drafting 
sales letters, with knowledge of 
mediums, etc. Interesting post with 
high salary. Write, stating qualifica- 
tions, 

Box 3540 Ad. Weekly 180 Fleet St EC4 


TECHNICAL ARTIST required with 
ability to produce Layout for Advertis- 
ing. Also a first-class Retoucher 
wanted. e < ae pension schemes 
operating. 

Box 3525 Ad Weekly 180 Fleet St EC4 


Pritchard Wood 
want a 
DISPLAY DESIGNER 


We want a young man (or girl) who 
can design showcards, 3-dimensional 
displays, folders, etc. A knowledge 
of contemporary design and some 
experience of such work is essential. 
Please write fully stating age 
and salary required to H. C. Caffin — 


F. C. PRITCHARD, WOOD & PARTNERS LTD., 


25, SAVILE ROW, W.! 


ADVERTISEMENT REPRESENTA - 
TIVES required for progressive export 
journal Salesmen already handling 
export advertising will be given pref- 
erence Excellent commission basis; 
good prospects. Reply, stating age, 
experience and present representations, 
to Advertising Manager, 

Box 3552 Ad. Weekly 180 Fleet St BC4 

ADVERTISING REPRESENTATIVE 
wanted, with proved selling record, 
for first-class media References. 
Magnet Advertising Co., Ltd., 91 
Stoke Newington Church Street, 
London, N.16. Tel.: CLIssold 6991. 


| 
| 
| 
| 
| 


May 11, 1956 


APPOINTMENTS VACANT 


@ LETTERING ARTISTS 


@ STILL LIFE AND 
SCRAPERBOARD 
ARTISTS 


@ LAYOUT & LETTERING 
ARTIST 


Must be able to produce work of 
outstanding quality for leading agencies 
engaged on national accounts. 

Salary is generous or can be on a free. 

lance basis. 

Holiday this year. Telephone Man- 

aging Director for appointment. 
London Art Service Ltd. 


REGENT 8377 


MALE 


OR FEMALE ADVERTISING 
CONTACT required by Weekly 
Colour and Monotone Photogravure 
Magazine. Must have had previous 
space-selling experience. Hard work, 
but congenial and happy atmosphere 
compensate. Apply, giving details of 

vious experience, to 

x 3441 Ad. Weekly 180 Fleet St EC4 


EXPERIENCED 
ADVERTISING MAN 
Required by 
COSMETIC HOUSE 
This is not a vacancy for an Adver- 
tising Manager as such, since major 
policy decisions are made by the 
Directorate in conjunction with 
the Agency. Short of this, how- 
ever, applicants should be com- 
petent to head the internal 
advertising department, linking 
the National effort with the retail 
outlets by organising dealer co- 
operative advertising, point of sale 
material, window displays, house 
journals, bulletins, etc. Write in 
first instance giving details of 
experience, age, salary required, 


etc., to 
Box 3534 


Advertiser's Weekly 180 Fieet St €C4 


REPRESENTATIVES required for Firm 
of high-class Photo-litho Offset Colour 
Printers specialising in point-of-sale 
advertising material, with own Studio 
and Works; one for London area, 
other for Midlands, preferably based 
in Birmingham. Write, in confidence, 
with full particulars = selling career, 
age and terms, etc., 

Box 3491 Ad. Weekly 180 Fleet St EC4 


YOUNG 
TECHNICAL 
ILLUSTRATOR 


required for 
Handbook Department 
of Research Laboratory 
Good starting salary and pros- 
pects for advancement. 


Write Box 3575 
c/o 191, Gresham House, EC2 


STUDIO SEVEN 
require another 
FIRST CLASS 


LETTERING ARTIST 


Top Rates, Call, write or phone : 
KINGSBOURNE HOUSE, 
229/231 High Holborn, W.C.!. 
HOLborn 9357/8. 


PACKAGING DESIGNER to work in 


senior capacity, must be capable of 
handling original creative packaging 
design work, allied to practical know- 
ledge of printing and production. No 
Saturdays Pleasant working condi- 
tions 


Box 3548 Ad. Weekly 180 Pleet St EC4 


NORTH EASTERN GAS BOARD 
DISPLAY 


ASSISTANT 


Applications are invited for the above 
position in the Board's Central Display 
and Exhibition Depot. Whitehall Road, 
Drighlington, mr. Leeds, at a salary 
within Grade A.P.T.6 (Provincial ‘A’) 
(€610—£690 per annum) of the Salary 
Scales agreed by the National joint 
Council for Gas Staffs. 


The primary duties of the person 
appointed will be to design and prepare 
finished artwork for silk screen printing 
and to assist in the planning and pro- 
gressing of the work of the Depot. He 
will also be required to assist in the 
preparation and installation of exhibi- 
tion stands, displays, etc. 


The successful applicant will be required 
to pass a medical examination and to 
join the Board's Staff Pension Scheme. 
Applications giving full details of 
training and experience should be 
addressed to the Chief Commercial 
Officer, North Eastern Gas Board, 
Head Office, Bridge Street, Leeds 
2, to be received by 19th May, 1956. 


Phone your classifieds 
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May 11, 1956 


APPOINTMENTS VACANT 


YOUNG COPYWRITER 
FOR GEORGE NEWNES 
PUBLICITY DEPARTMENT 


Outstanding opportunity for ex- 
perienced man (not over 30) with 
a sound advertising approach and 
the ability to write good selling 
copy with _ and imagination 
for Press advertisements and other 
media promoting a wide range of 
famous periodicals. 


Pension Scheme—S-day week— 
= ~y -! arrangements will 
Eves full consideration. 
Rep ies in strict confidence stating 
age, experience and salary re- 
quired to the Publicity Production 
Manager, George Newnes Litd., 
Tower House, mg re ey Street, 


. 


BUSINESS WOMAN, advertising assist- 
ant required experienced in direct mail, 
circularising, leaflets and small ad 
sales promotion, publicity for luxury 
gift articles. 

Box 3583 Ad. Weekly 180 Fleet St EC4 


GENERAL ARTIST required by small 
advertising agency ust be versatile 
and capable of producing 
ideas and slick layouts. 
lettering essential. Write, giving brief 
details of career to date and salary 
required, but no specimens 
Box 3538 Ad. Weekly 180 Fleet St EC4 


WOMAN ACCOUNT EXECUTIVE 


Wanted by London Agency to assist a 
senior. She will be youngish, but with 
a few years agency experience. She 
will have a likeable personality, be keen 
to get places and be partial to detail 
Write fully 


original 
Finished 


Box 3567 
Advertiser's Weekly 180 Fleet St €C4 


COPY ~- DETAIL. 
methodical worker required to look 
after copy-detail, proof-checking, 
block-ordering and simple adaptations 
in small old-established ondon 
agency. Experience essential. Write 
with full particulars, to 
Box 3547 Ad. Weekly 180 Pieet St EC4 


Accurate and 


PRODUCTION 
MEN 


please phone 
HUNTER 9851 


if you are looking for an 

immediate and progressive 

post. Previous agency ex- 

perience and ability to see 

through production of press 

advertisements from layout 
stage essential. 


TAYLOR 
ADVERTISING 


LIMITED 
(L.P.A.) 


85 Gloucester Pl., London, W.1 


99 


ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS | =I 


required by 
LEADING 
LONDON 
NEWSPAPER 
GROUP 


required to 


COPYWRITER/IDEAS MAN 


We want a young man or woman with at least 
3 years’ sound copywriting experience to join 
our very busy Publicity Department. 


Write fully, stating age, experience and salary 


Box 3582 
Advertisers’ Weekly 180 Fleet St EC4 


ASSISTANT PUBLICITY MANAGER 
AND COPYWRITER required for 
Punch (man between 25 and ) 
Apply, 
tions and salary required, to: The 
Secretary, Punch, 10 Bouverie Street, 
London, E.C.4 


ASSISTANT ADVERTISEMENT MAN- 
AGER required for trade publications 
Excellent opportunity for man with 
experience and initiative. Write, stat- 
ing salary required, to 


with full details of qualifica- | 


Box 3585 Ad. Weekly 180 Fleet St EC4 | 


TWO 
SCHEDULE AND 
DISPATCH CLERKS 


REQUIRED 


Previous experience in either a news- 
paper advertisement office or agency 
production department is necessary 
Write or "phone giving full details ons 
salary required to: 


Production Manager, Greenlys Limited, 
9 Berkeley Street, W.1. 
GRO 7971 


OPPORTUNITY for a young shorthand 
typist who wants secretarial experi- 
ence: The News Editor of two colour 
magazines published by a large indus- 
trial company requires a secretary 
The starting salary would be about 
£416 p.a. (depending upon age); ability 
is more important than experience; 
and the editorial room atmosphere is 
a friendly one. ‘Phone MAYfair 
8282, Sales Publications. 


Rapidly expanding West End Agency 
has room for 


ASSISTANT 
SPACE BUYER 


Permanent and progressive position is 
offered to the right young man with 
3-4 years’ similar experience. 
Write or ‘phone for appointment to :— 

Media Director, 

G. S. GERRARD LTD., 
10, Argyll Street, 
Oxford Circus, W.1. 
Tel. Gerrard 6816. 


ARTIST / DESIGNER required for 
pocenpent packaging firm in North- 
ast London. xcellent opportunity 
in progressive Studio for young man 
capable of preparing roughs and 
finished drawings for reproduction by 
Letterpress, Photo-Litho and Photo- 
gravure processes 
condition, Canteen, 
Apply. stating age, 
salary required, to 
Box 3417 Ad. Weekly 180 Fleet St BC4 


Five-day week. 
experience and 


We are looking for 
an experienced 


VISUALISER 


who is strong on the 
design of press advertise- 
ments for consumer 
goods. 
We offer good pay and 
conditions, 5-day week 
and holiday this year. 
"Phone or write our 
Art Director, 
REID WALKER 
ADVERTISING LTD. 
1 Arundel Street, 
pte A 
COVent Garden 2871 


Pleasant working | INVOICING 


ASSISTANT WANTED for Publications 


Department of Engineers for prepara- 
tion of catalogues, booklets, technical 
manuals, etc. Must have experience 
and technical writing ability. Know- 
ledge of layout and type, etc., re- 
quired, but not finished art work. 
Five-day week. State age, experience. 
salary required. Apply to the Pub- 
licity Manager, CAV Litd., Warple 
Way, Acton, W.3. 


AND ACCOUNTS. 
person wanted by small 
agency Accuracy at figures more 
important than experience. Please 
state salary — uired. 

Box 3519 Ad. Weekly 180 Fleet St EC4 


Capable 


accounts. 


figure). 


and a generous salary. 


etc., to:— 


LAYOUT /GENERAL 
ARTISTS 


A rapidly expanding agency is always prepared 
to hear from experienced young artists who seek 
the opportunity to work on important national 


They must be capable of producing finished 
roughs from visuals with the ability to tackle some 
finished work when required (not necessarily 


Knowledge of typography an advantage. 
The position offers full scope, good prospects 


Profit-sharing and bonus schemes. 
Holidays this year by arrangement. 


Write for interview stating previous experience, 


Art Director, 
Arthur S. Dixon Limited, 
229, High Holborn, W.C.1. 


Phone your classifieds 


WAT 3388 (Ex. 25) 
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ADVERTISER'S WEEKLY 100 


APPOINTMENTS VACANT 


The formation of new Consumer and 
Technical Groups at Crane Publicity 
is now reaching finalisation. Out- 
standing opportunities are still avail- 
able in 3 categories 


ART BUYER 


A man who knows how and where 
to buy good artwork and retouching, 
mainly on technical accounts .. . a 
man who can handle the charging 
out and maintenance of requisitions 
and costing sheets. 


VISUALISER 


A first-class senior creative layout- 
man is required to work on consumer 
accounts . . . a man who knows type 
and art techniques and who can draw 
figures in a competent manner. 


TYPOGRAPHER 


Able to produce type mark-ups for 
important consumer accounts — 


quickly and with a minimum of need 
for revision. 


In each case ability decides the salary. 
Write in first instance giving full 
details to: 


Creative Director, 


CRANE PUBLICITY LTD., 


ADAM HOUSE, |, FITZROY SQUARE, LONDON, wW.!. 


Tel: EUSton 8061 


| ADVERTISEMENT SPACE 


May 11, 1956 


CLASSIFIED ADVERTISEMENTS 


YOUNG, LIVELY 
CREATIVE THINKER 


with flair for persuasive writing to 
join the advertising department of 
important business organisation in 
London to study sales promotion 
with a view to eventual senior 
appointment. Fertile ideas essential 
for sales letters, folders, leaflets 
and display. Some ability in design 
and layout an advantage. Age 
about 24. Write for interview 
giving full details of your educa- 
tional background and career to 
date. 


Box 3566 
Advertiser's Weekly 180 Fleet St EC4 


SALES- 
MAN, age 25 to 35, required for lead- 
ing technical journal publishers. Ex- 
cellent prospects and remuneration by 
salary and commission Pension 
scheme. Write 

Box 3584 Ad. Weekly 180 Fleet St BC4 


| ADVERTISING DEPARTMENT  re- 


quires all-round Artist, aged 20-26, 
with a creative flair and capable of 
finished artwork. Position is perma- 
nent, superannuated and offers con- 
siderable scope in the design and pro- 
duction of leaflets, sales aids, dis- 
plays, exhibitions, etc. Write, giving 
full details of experience and salary 
required, to Advertising Manager, 
Celotex Ltd., North Circular Road, 
Stonebridge Park, London, N.W.10. 
SHORTHAND/TYPIST required for 
interesting work in West End 
of old-established and well-known 
Company. The work involves short- 
hand and typing in the Public Rela- 
tions Department. Applicants should 
be accurate and adaptable. Modern 
office building, lunch vouchers, five- 
day week. Write, stating salary re- 
quired, to 
Box 3460 Ad. Weekly 180 Fleet St BC4 


EVERETTS 


is a fast-growing agency with 
extremely pleasant working 
conditions. No agency offers 
greater opportunities 
for ambitious young layout 
artists. We now want a 
first rate young 


typographical 
designer 


Young women 
with equal qualifications 
are invited to reply. 

The essential requirements 
are: a sound sense of design, 
neat lettering, accurate 
casting off and masking 
and fast work. Creative 
tendencies encouraged. 


Write, sending four specimens 
and details of experience and 
salary wanted, to : 
THE ART DIRECTOR 


Everetts Advertising Ltd., 
10 Hertford St., London, W.! 


RETOUCHING and 
LETTERING ARTISTS 


required. Top grade only. 
A. P. T. LTD. 
261-5 Grays inn Road, 
TER. 0968-9. 


w.c.l. 


JUNIOR PROCESS ARTISTS required 
for work on technical and trade 
journals covering an infinite variety 
of subjects, Good salary and work- 
ing conditions. Write, stating age and 
experience 
Box 3587 Ad. Weekly 180 Fleet St EC4 


APPOINTMENTS WANTED 


ACCOUNT 
EXECUTIVE 


Fully experienced agency trained 
Account Executive desires appointment 
with progressive, alive agency which 
offers full scope for self-expression and 
initiative. Age 29. Present salary 
£1,100 per annum. 


Box 3579 
Advertiser's Weekly 180 Fleet St €C4 


ENTERPRISING, domestic science 
trained woman, 26, creating and pre- 
paring cookery material for advertis- 
ing purposes, including commercial 
television, seeks similar post with 
more responsibility and good prospects 
of advancement 
Box 3555 Ad. Weekly 180 Fleet St EC4 


TECHNICAL ADVERTISER 
opening in Technical 
Technical copywriting field, based 
London Qualified and practised 
engineer with writing and sales experi- 
ence Lived U.S.A., Canada, Con- 
tinent. Public school 
Box 3447 Ad. Weekly 180 Fleet St EC4 


“ HAND-PICKED” SECRETARIES 
available.—The Agency, 67 
Wigmore St., W.1. HUNter 9951/2/3 

woman 


VERSATILE artist desires 
change. Finished work, layout, air- 
brush. Furniture specialist. Or free 


lance. 
Box 3550 Ad. Weekly 180 Fleet St EC4 


AGENCY EXECUTIVE, Iate 30's, 
M.LP.A., presently earning £1,750 
p.a., offers creative ability, hard work 
and experience all media, including 
television, to small or medium size 
organisation with professional outlook 
Provinces acceptable, South or Mid- 


lands 
Box 3549 Ad. Weekly 180 Fleet St EBC4 


COPYWRITER/EXECUTIVE 


who works like a carthorse for less 
than a thousand a year, will go like 
a race-horse for more. Own harnesa, 
pencil, and ideas. 


Box 3557 
Advertiser's Weekly 180 Fleet St €C4 


seeks 
Accounts of 


EXPERIENCED advertising man and 
his secretary would like to work for 
a firm who appreciate an efficient and 
enthusiastic team. Only positions of 
high responsibility considered. 

Box 3568 Ad. Weekly 180 Fleet St EC4 


AGENCY COPYWRITER is looking for 
a job that combines plenty of work 
with a four figure salary. Experienced 
in both press advertising and direct 
mail, he is used to dealing with 
clients, has a working knowledge of 
production, and can do very rough 
“‘roughs.”’ At present writing on con- 
sumer, medical and technical 
accounts 
Box 3558 Ad. Weekly 180 Fleet St EC4 


Phone your classifieds to WAT 3388 (Ex. 25) 
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May 11, 1956 


APPOINTMENTS WANTED 


£1,000 a year 
fora 


WOMAN? 


Certainly, 

I got it before, being a 
top-flight typographer, 

P.R. adviser to a famous 
printers, and general queen- 
bee in the book world. 

I've given myself a year off, 
freshening the mindand all that. 
Now I'm back and hereby 
offer these qualifications 

to anyone who will offer me 
£1,000 a year (or more). 


Box 3560 
Advertiser's Weekly 180 Fleet St EC4 


ART BUYER, twelve years’ West End 
experience, requires similar post. 
Box 3562 Ad. Weekly 180 Fleet St BC4 


FREE LANCE SERVICES 


LAYOUT ARTIST (cx Fig.), specialises 
in booklets, folders, etc. 
Box 3063 Ad. Weekly 180 Fleet St BC4 
WIDE AGENCY EXPERIENCE, first- 
class free lance, ideas, layout, artwork, 
still life, retouching, lettering. 
Box 3580 Ad. Weekly 180 Fleet Se BC4 
GENERAL AND RETOUCHING 
ARTIST secks freelance commissions. 
Box 3561 Ad. Weekly 180 Fieet St BC4 
COPYWRITER consumer products now 
prefers free lancing Vespers, Wad- 
hurst, Sussex. Wadhurst 45. , 
EXPERT LETTERING ARTIST desires 
freelance work, 
Box 3551 Ad. Weekly 180 Fleet St EC4 


TENDERS 


BOROUGH OF 
WESTON-SUPER-MARE 


Tenders (to be received by May 30th, 
1956) are invited from printers for the 
printing of a minimum of 40,000 Official 
Guides for 1957. Specification and 
further details can be obtained from 
the undersigned. 


EDWARD TURNER, 
Publicity ond Public Relations Officer, 
Town Hall, Weston-super-Mare. 


SALES AND WANTS 


SPECIALISED Fluorescent’ Lighting 
service for display contractors. Trade 
Metal Works, 2a Brackenbury Road, 
W.6. SHE 5949. 


WANTED, bulk quantity of Original 
Addresses (Artisan Class), State in 
confidence, type, estimated quantity. 
date and lowest price. 

Box 3506 Ad. Weekly 180 Picet St FC4 


MISCELLANEOUS 


PIN-UPS AND STOCK HEADS for 
Advertising Agents, etc. For particu- 
lars of studio facilities and more than 
1.250 models, including coloured 
people, contact Philip Gotlop. Photo- 
graphs, 24 Kensington Church St., 
W.8. WEStern 4130 

DIRECT MAIL SERVICES. Address- 
ing, matching-in, enclosing, mailing, 
letterpress facsimile duplicating; 

a. Bushey Court, W.20. 


ill ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS 


; PERSONAL 


COPY—PROOFS—BLOCKS!! quickly 
deli istri M ; 


vered by District 
REGent 1026—191 Piccadilly, W.1. 


ACCOMMODATION 


ESTABLISHED AGENCY requires 
premises preferably West End. Would 
share with another small agent to 
reduce overheads or with studio which 
would welcome a steady flow of work 
or with P.R.O. organisation (for 
similar reasons), Details including 
space available, in confidence, to 
Box 3564 Ad. Weekly 180 Fleet St EC4 

FREE LANCE VISUALISER /ILLUS- 
TRATOR secks desk space, Charing X 
area preferred. Can give service. 
Box 3556 Ad. Weekly 180 Fleet St BC4 

APPROX, 1,250 sq. ft. undivided Ist 

oor, new 2 story building, windows 
3 sides. Scheduled light i 
central heating. London, 
SHO 9236. Mins. Old St. 


ground 


BUSINESS OPPORTUNITIES 


CATALOGUE COVERS 


Makers of several styles in Loose Leaf can 
give prompt attention to your require- 
ments. Foil blocked, embossed, screened 
and letterpressed cover matter, or 
customer's printed materials made up. 
LAWES LOOSE LEAF Co. 
44/45 Regent Street, Brighton, Sussex. 
Tel.: 24521. 


INVESTMENT up to £2,000 invited, 
promising new magazine. Part-time or 
full-time directorship. 

Box 3559 Ad. Weekly 180 Fieet St EC4 

ADVERTISER calling London business 
houses and print buyers would repre- 
sent agency part-time. Has economical 

int offset facilities. 
= 3572 Ad. Weekly 180 Fleet St BC4 


SHOW CARDS, CUT-OUTS 


ADVERTISING FOLDERS 
photo-litho or letterpress (own 
ad photo-litho process plant). 
CARILLON PRESS LTD. 
Fine Colour Printers, 
Telephone Boscombe 36835. 
4a 


Office 
Ww.c.l. Phone: CHAncery 


DISPRO LTD. Ask your printer about 
the wonderful high gloss, colour inten- 
sification and durability of ispro 
Lamination—he knows all about it— 
or ask us for specimens. Dispro 
Limited, 36-38 Peckham Road, 
London, S.E.5. RODney 7171 © 
lines). 


SPEEDY PRINT SERVICE 
for all Advertising and Sales literature. 
T Quality White and 
):- photo lithe. 

GOTHIC PRESS LIMITED 
Euston 5845. 42 Osnaburgh Street 


(Opposite Ge. Portland St. Station) 


BEAUTIFUL MODELS in any material. 
Engineering, Architectural and Dis- 
play. Paper sculpture. Single or 
quantity productions. Carlton-Iredalc. 
105 Inwood Road, Hounslow, Middic- 
sex. HOU 5265. 

CONSULTANT wishes to contact 
sound medium size agency desiring 


more business. 
Box 3536 Ad. Weekly 180 Fleet St BC4 


GORDON & GOTCH 


Advertising Limited 
among many famous organisations use 
Proportional Instruments’ half-up rules 
for efficient day to day working. 
PROPORTIONAL INSTRUMENTS 
make better equipment 
14, St. James’ Street, Brighton 


ow! OSS? Better still a weno 

in a smal) (but growing) partially 

BUSINESS OPPORTUNITIES recognised, well-established London 

: Agency. Present proprietor would 

PRINTING — Brochures, Catalogues, welcome either of these types: first- 

Magazines, Works Newspapers—com- class copy/visualiser; A.1.P.A. with 

plete production, design, biocks and sound planning experience; man who 

despatch. Addressing, franking and can introduce business. Investment 

posting services. Competitive prices of £2,000-£3,000 would secure share 
Enquiries, Dumfries and Galloway of profits. : 

News, 86 High Street, Dumfries (468). | Box 3563 Ad. Weekly 180 Ficet St BC4 


HIGHLY SUCCESSFUL 
SPACE SELLING ORGANISATION 
WISHES TO 
SELL OUT 


Owner and founder having made enough to enjoy retire- 
ment wishes to pass over his business to a First-Class Space 
Salesman with ability to run the organisation until he can 
buy out the owner with his own earnings. 

Write giving Bank and two Professional References re 
experience and integrity. 

BOX 3576 
Advertiser's Weekly 180 Fleet St EC4 


ARE saics of clothing soaring in 
Belgium, France, Germany, Switzer- 
land, Italy, Spain, the U.S.A.? What 
is mew in the trade there? You will 
find the answers to this and many | 
other questions through “‘Advertise- | specimens. 
ment ye which offers cach Box 3505 Ad. Weekly 180 Fleet St BC4 
month 1, new advertisements from COLOUR | 1G High-qualit 
those countries (U.K. covered, too). | Mg 5 work. Bool 
ra for your copy ~y | delivery. The West Yorkshire Print 
“Advertisement Parade.” 6 ord i George Street “ 
Street, W.1. MUSeum 9072. > Pe om — 


Advertising Agency 
Services in 


Uruguay and 
Argentina 


Mr. J. J. Nery, managing interests in Uruguay or 
partner of Publicitaria Argentina or who are 
Uruguaya, leading contemplating placing 
Uruguayan advertising their clients’ advertising 
agency, will be in in either country. He 
London from May 16th would also welcome en- 
onwards for a period of quiries from firms who 
three weeks. He is are considering entering 
anxious to contact adver- these markets or expand- 
tising agents who have ing their activities there. 


Please write in strict confidence to Mr. J. J. Nery, 
Box 3512 
Advertiser’s Weekly 180 Fleet St EC4 


Phone your classifieds 


WAT 3388 (Ex. 25) 
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Advertiser's 
Weekly 


LEWIS cee 


ommenting in Brighton on the 
founding of the Research Fellow 


ship in Advertising (see page 3), 
Lord Luke said: 

“We in the AA-—and indeed 
everyone concerned with advertis 
ing—deeply appreciate the vision 
and statesmanship which have led 
to this decision, and the generosity 
of those who have combined to 


make it 


“It will prove, I believe, to be 
one of the landmarks in 


advertising ory. it is the first 
step towards the elevation of the 
study of advertising to the status 
= an academic subject, and there 


JOHN DELANEY = 
ORGANISATION- Siete 


power of British advertising to serve 


as Sales Director s====="= 


Well-known display man brings international launched in September, 1955, has 


: been bought by National Trade 
experience to leading display firm Press Ltd. A new format giving 
| greater type area will be introduced 

_ with June issue. Circulation will 


: For years now Lewis Foster has been a globe-trotting fateh onl cmiar leat “Gane 
display man. He’s organised exhibition stands from here to The John Delaney extended. M. Williams Mason, who 


Chicago, from Scandinavia to the Balkans. Organisation offers a 
Now, all his valuable experience is added to the vast comprehensive —_— service 
resources of the John Delaney Organisation, which he joins as iactading: 
Sales Director. And you get the benefit. You command the % Display and Exhibi- 
fruits of a lifetime’s varied experience in advertising and display. tion stand construction. Engineering,” 
For Lewis Foster knows both sides of the fence. He started || y» Creation of Point-of- ere ras & Co, Lid 
= — Levers, held — —. and Sc vege jobs with Sale material. ' bs of 600 peges. Coleez & weed 7 
other big enterprises before joining City Display Organisation , 7 ; 
just after the last war. American, Canadian, and European w cae pits, *& = 
experience followed. Latterly, Lewis Foster was with Leon *% Nation wide display ot 
Goodman. movement service. Commenting on wage 
And he says he’s still learning! We like that: and we *% Metalwork. a * MPA. 
think you will, too. It’s the attitude of a man whose brilliant | Society, Brigi 
best must be bettered. It’s our attitude. If you share it we'd | NATSOPA official, said that as far 
like to meet you. It’s our belief we offer something unique in oe ae eee Ee. 
the — a And Lewis Foster is A nage example of - culties everything is going along 
e us with your next job—the tougher the better—an _ smoothly.” were some pro- 
we'll show you what we mean. | one OS ee Se 
| further talks affecting NATSOPA 
members would be through PKTF. 


THE JOHN DELANEY ORGANISATION 


| Aberavon Road, Mile End, London €.3. Telephone : ADVance 43/4. 


has increased 
_ January to 1437506 be 
Printed by St. Clements Press —- Portugal Street, Kingsway, London, W.C.2, for the proprietors, Business Publications Limited, 
tered offices: 180 Fleet Street, London, E.C.4, England (Waterloo 3388). 
Advertisement, Editorial — Sales cffice: Mercury House, 109-119 Waterloo Road, London, $.E.1 (Waterloo 3388). 
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